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ADVERTISER’S WEEKLY 


FAST | 
LETTERPRESS 


SWINDON SIGNCRAFT LTD. 
Swindon 3282 


But retailers 
prefer the 
local press 


Sir,—You reported recently 
(July 27) the view expressed in a 
Newspaper Society newsletter 
that it is wasteful for an adver- 
tiser to use national media when 
his distribution is such that he 
has to say “Write for address of 
nearest stockist.” 

It is wasteful because it puts a 
barrier between the desire to buy 
and the ability to do so. Use 
local media and you can name 
the stockists’ The buyers are 
spared frustration, expense and 
delay. The retailers are pleased 
to see the demand directed to 
their counters. 

Denis A. Birkett writes 
(August 10) to say that, assum- 
ing the buyer is the consumer, 
this is “all very well.” I am quite 
sure that it is and we are not in 
conflict. 

But he points out that much 
consumer advertising has the 
prime object of influencing the 
retail trade and not the ultimate 
buyer. He should not assume 
that this is unknown in this office. 

When consumer advertising is 
used to exert an influence on 
retailers the local newspapers 
have still the strongest claims 
because retailers have well- 
founded preferences for this type 
of support. These preferences 
were shown in a survey pub- 
lished by Colman, Prentis & 
Varley Ltd. some two years ago 
under the title “What Retailers 
Think of Advertising Media.” 

Press advertising was shown as 
overwhelmingly the first choice 
and an analysis of the different 
types of press advertising showed 
local newspaper advertising as 
the first choice of most retailers. 

I am ready to acknowledge 
that this was a small and selective 
survey but it was a wholly objec- 
tive one. Its findings confirmed 


Get results with 


To The Editor .. 


what is indicated by common 
sense and proved by the experi- 
ence of many advertisers—that 
local newspaper advertising 
secures the readiest co-operation 
from the retail trade. 
R. W. GRUNDY, 

Information officer. 
Newspaper Society, 
Fleet St., E.C.4. 


Those ‘unsound’ 


- . 

principles 
Sir,—Denis_ Birkett (August 
10) advocates the use of daily 
consumer newspapers to sell to 
the retailer. Although his 
opinions are not likely to con- 
fuse experienced advertising and 
marketing executives, they may 
encourage muddled thinking 

among the junior element. 
Surely, apart from the utter 
waste of a client's money in 
advertising to millions solely in 
the hope that comparatively a few 
thousand trade buyers may see 
the announcement—and be re- 
ceptive if they do—it will be 
obvious to anyone who under- 


THIS WEEK 
Does cinema advertising face decline 
—or opportunity?—page 14 
NEXT WEEK 


Hobbies, Sports and Handicrafts 
Market Survey 


stands the intricacies of market- 
ing through the retailer that the 
principle is unsound. 
In the vast, complex and 
highly competitive textile trade 
of fashions, drapery, accessories 
and allied departments, the 
majority of goods pass over the 
counter as a result of personal 
selection by the customer and 
personal service by the retailer. 
The retailer is all-important. 
Leading manufacturers in the 
industry recognise this, and al- 
though they conduct large-scale 
national campaigns to help the 
retailer sell their products, they 
make sure they keep him well 
advised through the trade press. 
Indeed, most of them built their 
businesses on the trade press. 
The retailer takes a poor view 
of manufacturers who try to 
stampede him, and advertising 
trade matters to his customers is 
a sure way of antagonising him. 
I wonder if Mr. Birkett uses a 
public address system, instead of 
a telephone, when he wants to 
discuss business with clients? 
S. B. TOTTMAN, 
Advertisement director, 
Drapers’ Record, 
London, W.C.1. 


Speechless ? 
Not quite 


Sm,—An interesting result of 
a mailing error came to my ears 
recently. The duplicator used 
for the job had missed a number 
of sheets and one of these blanks 
was received by a retailer. His 
reply was as follows:— 

“I have today received a sealed 
envelope from you, the sole con- 
tents of which are attached to 
this letter. 

“It is assumed that there is a 
reason for this but several — 
bilities spring to mind, i.e.:— 

“That you 

(a) are not on 
terms with me; 

(b) have bought some ex- 
Government surplus _in- 
visibly inked typewriter 
ribbons: 

(c) have a typists’ ‘stand up’ 
strike and they cannot 
teach the keys; 

(d) are releasing news of a 
product still on the secret 
list; or 

(e) have nothing to say but 
like posting letters. 

“Which assumption is correct? 

Yours faithfully.” 

I think it wise that the com- 
pany concerned, the retailer and 
myself should remain anony- 
mous. 


speaking 


i 
(Name and address supplied.) — 


‘Whiter than 
white’ 


Sir,—I was very interested to 
read the amusing comments in 
“Talking Points” on the subject 
of “whiter than white” 
(August 10). 

One of the companies in the 
Ofrex group, Fordigraph Ltd., 
have made very practical use of 
the “whiter than white” effect 
which is obtainable by using 
fluorescent dyes. 

Fordigraph, who manufacture 
spirit duplicators and supplies, 
have produced very successfully 
a run-off paper called Glow-white 
which is treated in this manner, 
and it produces an impressive 
difference in the density and 
brilliance of copies obtainable 
from their -_ reproducers. 

E. WILviaMs, 
Group AE. adviser. 
Ofrex Ltd., 
Newman Street, W.1. 


Striman Sostol Sebhietty 


as direct as direct mail can be 


AuGustT 31. 1956 


‘SILK SGREEN 


I swinoon SIGNCRAFT LD. 
| Swindon 3282 


Knitting 
machines ? 


Sm,—Can any of your readers 
settle an argument as to which 
post-war mechanical product has 
(a) incurred the greatest percent- 
age increase in advertising expen- 
diture and (b) has~ shown a 
similar percentage increase in 
sales? 


My vote goes to knitting 
machines. 
A. HAYES. 
Empire Way, 
Wembley, Mddx. 
‘Prestige —or 
‘institutional’? 


Sir,—Referring to Copytaster’s 
comments on the aptness of the 
description “prestige advertising” 
(August 24): “institutional adver- 
tising” is a phrase that is fairly 
widely accepted for this kind of 
announcement — would it not 
meet the case? 

O. M. H. Jackson. 

Director. 

Graham Lockey & Partners Ltd.. 
London, S.W.1 


(Copytaster wrote: ‘Prestige 
advertising now stands for such 
stodgy advertisements . . . that 
we need to find a new phrase for 
advertising that sets out to win 
general goodwill rather than 
immediate sales .... Any ideas?” 
—Eprror.) 


Reser’ cpl 


To tie up with the Grimsby 
Centenary Exhibition, which 
opens for a week tomorrow (Sat- 
urday) Fishing News published a 
48-page supplement with its issue 
this week. Supported by 96 ad- 
vertisers, the supplement carries 
1,877 column inches of display 
space—a record i in the 43 years of 
the paper’s } publication. 


10 Portman Mews Scuth, W.1l 


(WAYfair 6867) 
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TO ALL USERS OF BLOCKS 


Why we are 
re-balancing our lists 


An announcement and an explanation by 
The Federation of Master Process Engravers 


Cw od 


Wi. have now completed a reconstruction of the scales of charges for process engraving in 
black-and-white and in colour, and new schedules will be introduced with effect from October Ist. 
We are taking this early opportunity of advising you, our customers, of the reasons 


underlying such a major step. 


THE REASONS 


It has been apparent for a number of years that for 
black-and-white work the price ratio between small and 
large plates has been entirely at variance with production 
costs. The smaller plates are at present sold at an un- 
economic price which can be maintained only by being 
subsidized by the cost of the larger plates. 

Such conditions if allowed to continue—unfair both to 
ourselves and to our customers—might well undermine 
the structure of the trade and impair its efficiency. 
Economic considerations now demand that each block 
must “‘pay for itself’, and no less important, where the 
engraver can make a reduction for particular types of 
blocks, it is in the general interest that he should do so— 
any other arrangement is just “bad business”’. 

In colour work fundamental changes in the type of 
original supplied—e.g., the growing use of transparencies 

have caused similar disparities and anomalies in the 
margin between job and job. 

The object of the reconstruction, therefore, is to 
balance the scales and remove anomalies, and also to 
cover the increase in the cost of materials since 1951 and 
the alteration in July to the Cost of Living Bonus scale. 


WHAT THE CHANGES MEAN 


As the schedules have been completely revised and 
re-balanced, complete details of the changes necessitate 
an examination of all schedules, but here is a broad 
indication of some of the principal effects. The price 
surcharge hitherto added to invoices has been consolidated 
into both lists: 


Black and White: This scale is the result of two years’ 
continuous work by our Statistical Committee, and has 
been related to actual figures of blocks ordered. 

Buyers of medium and large blocks will find substantial 
price reductions, but smaller sizes up to approximately 
30 square inches have been increased in price. 


Colour: The new list for colour work is an interim one 
for twelve months while statistics are obtained to establish 
the sizes and types of colour half-tones ordered throughout 
the trade. 


All colour prices have had to be increased. The 
minimum chargeable size will now be 30 square inches. 

Prices for indirect, transparency, carpet reproductions 
and other classes of work have been revised to cover 
additional photography and etching involved. 


Mounting of Blocks: To meet the wishes of customers, 
there is a separate price for mounted and unmounted 
blocks. 


We in the process engraving industry: have to meet a 
variety of different orders calling for many different 
methods of production. It is difficult to adjust charges to 
meet every class of customer, but these scales have been 
designed for the greater good of user and producer. They 
represent, we believe, the fairest approach to the problem 
ever made and the most satisfactory one from all points 
of view. 

Finally may we say that in the ten years since 1946 
average wages in our trade have more than doubled, and 
there have been substantial rises in costs of materials and 
overheads. When these new scales with their downward 
and upward adjustments come into force on October 1, the 
general level of block prices will have risen in the same 
period by only 15 per cent. for black-and-white and 
slightly more for colour, and this has been achieved entirely 
by the engraving trade passing on to its customers the 
benefits of the new machines and processes that have been 
introduced since the end of the war. 


Copies of the new scales can be obtained from members of the Federation who are always at your service 
to discuss any aspect of process engraving. 


THE FEDERATION OF MASTER PROCESS ENGRAVERS, LION HOUSE, 75 RED LION STREET, LONDON, W.C.I. 
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‘PYE EXTRAVAGANZA’ 


A-R protest 
to ATV: 
‘No comment’ 


Associated-Rediffusion Ltd. re- 
fused to comment on—or deny 
—a report this week that they are 
planning a protest to Associated 
TeleVision Ltd. over the latter's 
screening of Sunday's 15-minute 
“Pye Extravaganza” in London. 

A-R resent, it is rumoured, the 
element of “sponsorship” in- 
volved. 

The “Pye Extravaganza,” which 
was networked to the other two 
ITV regions, was billed by ATV 
in TV Times as “An Advertising 
Magazine But... .” It starred 
Harry Secombe and Valentine 
Dyall, and introduced four new 
Pye products, the Pye Portable 
Record Player, the Pye Trans- 
hailer, the Pye Record Maker and 
the Pye Portable Television. 


Bill for £7,500 


Agents were Arks Publicity 
Ltd., who estimated this week 
that the programme will cost Pye 
about £7,500 

The Independent Television 
Authority said after the pro- 
gramme that the Television Act 
had not been contravened, as the 
programme was not an advertise- 
ment, but an advertising feature. 

Sir Robert Fraser, ITA 
director-general, said on Sunday 
night: 


‘No doubt’ 


“All that the Act says about 
advertising is that it must be 
absolutely plain to anybody in 
their senses that an advertisement 
is an advertisement and not a 
programme. Nobody could have 
had any doubt tonight.” 

Pat Henry, sales director of 
ATV, told ADVERTISER'S WEEKLY 
this week that both Arks Pub 
licity and Pye were “very 
pleased” with the programme. A 
sample of viewers had been asked 
for their reactions and had found 
it very amusing 


£250,000 FOR ‘BUY BRITISH 
COTTON DRIVE 


Support from employers, unions 


A QUARTER of a million pounds is to be spent by the 
Lancashire cotton industry on publicising its products 
during the next two and a half years. 

Sir Raymond Streat, chairman of the Cotton Board, told 
ADVERTISER'S WEEKLY in Manchester on Monday that £50,000 
will be spent during the first six months, and the remaining 


£200,000 at the rate of £100,000 a year. 


Harry Secombe (right) trains a Pye 


transhailer on Valentine Dyall 
during the “Pye Extravaganza.” 


Rank profit drops 
Trading profit of the Rank 
Organisation Ltd. for the year 
ended June 23, 1956, was 
£8,000,212—a £726,823 drop on 
the previous year. 


Promoted by the Cotton 
Board, this ambitious publicity 
campaign has won the financial 
support of both’ ensployers’ 
organisations and trade unions. 

Prominent trade union leaders 
have advised members that it is 
better to subscribe towards the 
industry's publicity fund than 
pay out union money in unem- 
ployment pay. 

The industry, faced with a 
shrinking demand for its goods 
and hard-hit by foreign competi- 
tion, hopes to “advertise its way 
out of trouble” and stave off a 
large-scale recession. 

“All sections of the industry 
have now endorsed the publicity 


scheme,” said Sir Raymond. 
“Our advertising agents 
Osborne-Peacock Co., Ltd.—are 


preparing plans for the first part 
of our campaign. The campaign 
will get under way during 
September. 

“In these days, when there are 
so many claims on the con- 
sumer’s purse, and when there is 

@ Continued on page 5 
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‘A justifiable 


monopoly’ 


The position of the Newsprint 
Supply Company, when the 
Monopolies Bill becomes law, 
tomorrow (Saturday), is not 


yet known. 

F. P. Bishop, MP, general 
manager, said that the com- 
pany may have to be registered 
in accordance with various 
sections of the Act. 

“Under the Act, operations of a 
monopolistic nature can 
registered as long as they are 
justified—which | do not think 
difficult in our position,” he 
said. 

It is understood that unofficial 
discussions have been taking 
place among makers of news- 
print and other papers to con- 
sider whether the industry will 
be affected by the Bill. 


COMPLETE LOCAL AUTHORITY 
PUBLIC SERVICE 


The official Journal of NALGO 
over 250,000 copies monthly 


Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1 GROsvenor 3877 
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A six-page advertising portfolio on 
Witchcraft lace will be featured in 
“Vogue Pattern Book” for October 

November. Five “Vogue” patterns 
have been photographed to show the 
versatility of lace in fashion. This is 
the fourth successive year that a 


Witchcraft lace portfolio has 
appeared. 


NEW TV AD 
MAGAZINES 
ANNOUNCED 


Two new television advertising 
magazine programmes have been 
announced this week. 

Next Sunday evening a maga- 
zine produced by TV Advertising 
Ltd. will be launched by Asso- 
ciated TeleVision Ltd. It features 
Daphne Padell, who will show. 
demonstrate, test, and explain 
beauty, cookery, do-it-yourself, 
and other products. 

The rates are: £300 per minute; 
£125 product mention; £40 pro- 
duct identification. 

On Sunday, September 16, at 
6 p.m. ABC Television will pre- 
sent the first advertising magazine 
to originate from an ABC studio. 

ris Rogers, star of a number 
of TV and radio programmes, will 
appear each week as ABC's shop- 
ping consultant. 

This magazine will be net- 
worked to Midlands, Yorkshire. 
and Lancashire. Until the end 
of the year the rates will be: for 
one minute, and pro rata, £200: 
10-second mention, 15 words, £75, 
identification, five-seconds £20. 
Next year, £225, £80, and £25 
respectively. 


All set for a record 
‘Two Freds’ total 


ONE CHANGE IN THE A & A TEAM 


Everything is set for another record from next Wednesday's “Two 


Freds” Match. 


Already the programme revenue has passed the 


£4,000 mark for the first time, and all the stewards have sent optimistic 
reports to the organisers. the Fleet Street Column Club. 


The usual strong and eager 
crowd of supporters of NABS 
advertising’s own charity which 
will benefit from the proceeds of 
the match—will be at Hurling- 
ham on Wednesday for the 22nd 
match in the series. 

Play will be from 11.30 a.m. to 
6 p.m.—or later, depending on 
the state of the game. Lunch will 
be at 1 p.m., and the tea break 
will be kept as short as possible 
to give spectators more cricket 
for their money. 

One change has been necessary 
in the Advertisers and Agents XI. 
Charles Kenny has been injured 
and his place will be taken by 
). C. Dickinson, of Smith's 
Advertising Agency Ltd. and the 
Free Foresters CC. 


Brighter cricket 


Another incentive to some 
bright hard-hitting cricket from 
the players has been announced 
hy H. Dawson Salmon (Argus 
Press Ltd.}—10s. for every six, 
to be given by H. A. Sheppard. _ 

Andrew Milne, chairman of the 
Fleet Street Column Club, will be 
in the chair at the lunch, and the 
club has invited a number of lead- 
ing advertising personalities, in- 
cluding the chairmen or presidents 
of all the clubs, to come along as 
their guests. 

Lord Mackintosh, president of 
the Fleet Street Column Club, 
and Lord Luke, president of 
NABS and of the Advertising 
Association, will also be there if 
they can make it. 

lickets for the lunch will be un 
sale at the ground. 

The admission badges, report 
Bert Pilgrim (Foote, Cone & 
Belding Ltd.) and Reg Mander 
(illustrated) have gone “like hot 
cakes.” 

“We're slightly ahead of last 
year—in fact, we're leading by a 
few runs,” says Mr. Mander. 
“and of course there's still time to 
sell more.” 

The 144-page programme will 
also be on sale at the ground. 


| Mark Stone sets up own PR concern 


Mark Stone, formerly a director and editorial 
director of John Webb Press Services, has left 
to form his own public relations firm, Mark 
Stone Ltd., with offices in Berkeley Street. His 
first accounts are the Eagle Steamers section of 
the General Steam Navigation Co., Ltd., Lex 
Garages, The Empress Club, Astarte Films Ltd. 
and the Raincheque Company. 

Mr. Stone said this week: “I shall concentrate 
mainly on industrial and commercial accounts 
and am in process of taking on staff.” 

One of the directors of the new company is 
Ramsay Maule, the former chairman of John 
Webb Press Services. 


Additional programme supporter 
1s Stowe & Bowden Ltd. 

Gifts for the auction—which 
will be held after the match, at 
6.15 p.m.—are pouring in, reports 
Harold Fish (Daily Telegraph). 
Some, he says, have been pro- 
mised, but cannot be acknow 
ledged until they have been 
received after the match. He has 
asked those who have promised 
perishable goods to send them 
to him at the Ludgate Circus 
Garage not later than next Tues 
day afternoon 

Further gifts are from : 

Coca-Cola Southern Bottlers Lid... 


Goya Ltd., Weston Biscuit Co., Ltd 
J. & E. Atkinson Lid. F. W. Grafton 


& Co Ltd John Mackintosh 
& Sons Ltd Potter, Boardman & 
Co., Ltd 


Cepea Fabrics Ltd.. Dereta (London) 
Lid.. GEC Ltd.. John Jameson & Son 
Ltd.. Ever Ready Razor Products Ltd... 
Brown & Polson Ltd. C. C. Wakefield 
& Co., Lid 

British Vacuum Cleaning & Eng. Cvo.. 
Lid Rael-Brook Ltd Three Hands 
Products Ltd.. Courtaulds Ltd John 
Skelton & Son Ltd.. Coronet Lid., Gala 
of London Ltd., Massey-Harris-Ferguson 
Sales Ltd 

BGP Cosmetics Ltd, Blyth & Platt 
Ltd., Courage & Co., Ltd., The Services 
Watch Co., Lid., United Rum Mer- 
chants Ltd., Goodlass, Wall & Co. 
Ltd Ingersoll Ltd Bakelite Ltd. 
Jeyes-Ibco Sales Ltd 

How to get there: The Hurling- 
ham ground is two minutes’ walk 
from Putney Bridge _ station. 
There is an ample park for those 
going by car. 


‘99 per cent 
readership 
in Bolton’ 


Ninety-nine per cent of those 
who read an evening paper in 
Bolton read the Bolton Evening 
News, it is claimed in a new 
readership and marketing survey 
which Tillotson Newspapers are 
distributing to advertising agents 
and national advertisers. 

In the area covered by the sur- 
vey-—-130 square miles of South 
Lancashire with Bolton as_ its 
centre—-57 per cent of the adult 
population (almost 200,000) read 
the Bolton Evening News. 

Compiled by Market Informa 
tion Services, the survey includes: 
a sales analysis of the paper in 
various centres, and breakdowns 
on smoking, sweet-eating, drink- 
ing and holidays; purchases of 
men’s and women’s clothing. 
household commodities and fur- 
nishing; house ownership and 
purchase; and general statistical 
information marketing data by 
towns, 


Aucust 31, 


Eight-year-old Dinah Pallant, of 
Aberdeen, on behalf of the Scottish 
Radio Retailers Association, pre- 
sents a sprig of white heather to 
*. W. Perks, chairman, exhibition 
organising commitiee of Radio 
Industries Council, at the Radiv 
Show, Earls Court. By first post the 
following morning, stand holders 
received a sprig of white heather in 
a Cellophane box bearing a good- 
will message from the “Glasgow 
Evening Citizen,”” as a token of the 
welcome which awaits them in 
Glasgow when the next Radio Show 
will be held at Kelvin Hall in May. 
(More Radio Show pictures on 
page 6.) 


Herbert Greaves, 
67, dies 
suddenly 


One of Manchester's best 
known advertising agents, Her 
bert Greaves, chairman and joint 
managing director of Herbert 
Greaves Ltd., died suddenly at 
his home in Bramhall, Cheshire. 
last week. He was 67. 

As a young man, Mr. Greaves 
served a five-year apprenticeship 
with J. and N. Philips, textile 
merchants, Manchester, and 
afterwards became a salesman 
with that firm In 1912 he 
became the firm’s first adver- 
tising manager, and four years 
later took up an appointment 
with W. S. Crawford in London. 

Returning to Manchester in 
1919. Mr. Greaves started on his 
own account as an advertising 
consultant. Opening two small 
offices, and starting without any 
clients, he gradually built up a 
healthy agency. 

Mr. Greaves was a fellow of 
the Royal Society of Arts, a 
member of the _ Incorporated 
Society of Advertisement Consul! 
tants, a fellow of the Institute of 
Practitioners in Advertising, and 
a1 member of the. Manchester 
Publicity Association. 

He leaves a wife. who ts a 
director of the firm, a son, Der 
rick, joint managing director, and 
a daughter, Margaret, who is also 
a director of the firm. 


Name change 


The name of the Shredded 
Wheat Co., Ltd., Welwyn Garden 
City, Herts, has been changed to 
Nabisco Foods Ltd. This is 
because of “the broadening of 
the range of the company’s pro 
ducts.” 
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ISBA expect 600 at 


TV’ conference 


CONTRACTORS’ 
PANEL OF 


REPRESENTATIVES ON 


SPEAKERS 


The Incorporated Society of British Advertisers has now 
issued the programme of the conference which it will hold 
on Friday, September 21, at the Park Lane Hotel, on the 
theme “Television—the advertiser takes stock.” 


Clifford J. Harrison, president 
of ISBA, will open and close the 
conference, at which 600 delegates 
are expected. 

At the morning session, the 
title of which is “The programme 
contractors—a review and pre- 
view.” William C. Thielé, adver- 
tising manager, Yardley & Co., 
Ltd., and chairman of the ISBA 
executive committee, will be the 
chairman, and J. W. Richards, 
deputy head of publicity and 
advertising at J. Lyons & Co., 
Ltd., the convener. 

The speakers will be: C. W. V. 
Truefitt, director, Associated- 
Rediffusion Ltd.; Sidney Bern- 
stein, chairman, Granada TV Net 
work Ltd.; Richard L. Meyer, 
director, Associated TeleVision 


@ Continued from page 3 


£250,000 drive 
for cotton 


a higher standard of living than 
ever before, it behoves a tradi- 
tional industry—lke the Lanca- 
shire cotton industry—to make 
sure that our goods are at least 
as well publicised as others. 

“We shall try and help people 
to realise that cotton goods are 
a good buy.” 

It is anticipated that the 
slogan, “Buy Britain's Cotton,” 
will be widely used. 

“A lot of thought has been 
given to that slogan,” Sir Ray- 
mond explained. “It is meant to 
mean ‘manufactured on the soil 
of Britain’.” 

Sir Raymond admitted that 
“the industry has problems,” but 
was confident they could be sur- 
mounted. The feeling was 
growing in the industry that ad- 
vertising could do much to check 
and restore lost sales, he said. 


Two new boys’ papers 


Two new boys’ monthlies. 
published by L. Miller & Son 
Ltd.. are due out on September 
12 Titled Pluck and Courage 
and priced at 6d., they will both 
be 20 pages of I] in. by 8 in. 
size, with coloured covers. Con- 
tents will include stories on motor 
racing, Western, school and war 
themes. Advertising is not being 
accepted for the first three issues. 
The ad rate for subsequent issues 
will be calculated at the rate of 
3s. 6d. per thousand, based on 
the resulting sale of the first three 
issues, 


Ltd.; and 
managing director, 
vision Ltd. 

A supporting panel will com- 
prise: John H. Clark, Associated- 
Rediffusion; Alex Anson, Gra- 
nada: Patrick J. Henry, Asso- 
ciated TeleVision; and George A. 
Cooper, ABC-TV. 

Title of the afternoon session 
is “Does television sell goods?” 
The chairman will be P. G. E. 
Warburton, chairman and manag- 
ing director, Richard Hudnut 
Ltd. and vice-president of 
ISBA; and the convener, H. F. 
Chilton, publicity manager, Hor- 
licks Ltd, 

The panel will comprise: Allen 
Aldington, chairman, National 
Pharmaceutical Union Executive: 
E. Rowan Bentall, deputy manag- 
ing and merchandising director, 
Bentalls Ltd.; R. A. Bevan, chair- 
man, S. H. Benson Ltd.; G. F. 
Dobson, advertising manager, 
Kayser-Bondor (Sales) Ltd.; A. N. 
Greaves. advertising manager, 
Black & Decker Ltd.; Martin 
Maddan, director, Television 
Audience Measurement Ltd; 
H. F. Munt, marketing research 
division, Unilever Ltd.; W. A. 
Slow, publicity director, Marshall 
& Snelgrove; and R. Tarrant, 
sales manager, McDougalls Ltd. 

In the evening there will be a 
dinner dance, which will be the 
Society's annual function for this 
year. During the evening, Asso- 
ciated-Rediffusion Ltd. will stage 
a cabaret that will be televised 
from the floor. 

An attendance of about 500 is 
expected at the dinner dance. 


Howard Thomas, 
ABC Tele- 
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This model of a 19th century beam engine is on show on the Exide and 

Drydex stand at the Model Engineer Exhibition. It was made up of tin cans 

and cardboard containers. Only one side was painted, and from the back view 

(above) the names on the containers can still be seen: Sifta salt, Rosalex 

barrier cream, Betty Jane biscuits, Pascall sweets, Cyclone hacksaw blades, 
Harpic and Ronsonol. 


Canadian tax on 


U.S. magazines 


In Canada, a 20 per cent tax is 
to be levied on the gross adver- 
tising revenues of special 
Canadian editions of such Améri- 
can magazines as Time, Reader's 
Digest, Parent's Magazine. Family 
Circle, Better Living and others. 

Proposed by Finance Minister 
Walter Harris and approved by 
Canada’s House of Commons and 
the Senate, the tax, which comes 
into effect on January 1, Is 
intended to strengthen the posi- 
tion of Canadian magazines. 

Said Edgar R. Baker, president 
of Time International of Canada 
Ltd.: “Time plans to stay in 
Canada. We regret that this tax 
will make an upward adjustment 
in advertising and circulation rates 
necessary.” 


One thousand London buses are carrying this streamer bearing the words 


fine sets these FERGUSON'S,” 


as part of the additional outdoor 


display arranged in London and the Home Counties by Thorn Electrical 


Industries during the Radio Show period and after. 


Also in the special 


display is a sign in Piccadilly Circus bearing the same words, and floodlit 


at night time. 


Similar posters are appearing on bill hoardings throughout 


the London area, Underground Railway escalators and lifts, and on many 
main line stations in London and the provinces. Agents for this campaign 
are A. W. Newton Ltd. 


All-out drive for 
‘Mirabelle’ 


A nation-wide _ publicity 
campaign will launch the first 
issue of Newnes-Pearson’s 
“Mirabelle”’ — the women’s 
weekly out on September 10, 
priced 44d. Large spaces, in- 
cluding many full pages, are 
to be taken in the “Daily Ex- 

ess,” “Daily Mirror,” 
“Radio Times,” “Daily Mail,” 
“Daily Sketch,” “Daily 
Herald.” “Evening News,” 
“The Star,” “Mid-Week 
Reveille,” “Sunday Pictorial,” 
“The People,” “Empire 
News,” “TV Times,” “Week- 
end Mail” and “Tit-bits.” 
Time will be taken on Radio 
Luxembourg and posters and 
showcards will be used. 

Print run for the first issue 
will be “greater than 700,000.” 


JWT to handle 
Champion 


Dorland Advertising Ltd. will 
cease to handle the Champion 
Sparking Plug Co. Ltd. account 
on October 1. New agents will 
be the J. Walter Thompson Co. 
Lid.. who are handling an in- 
creasing number of Champion 
export accounts. 

To further this policy, JWT 
have been appointed to act for 
Champion in Great Britain, USA 
and Canada. Dorland Advertis- 
ing Ltd. have handled the 
account for 18 years—and 
Champion are “greatly apprecia- 
tive’ of their “satisfactory 
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A CAMERA 
at the 
RADIO SHOW 


The Independent Television stand, arranged jointly by the two London contractors, Associated- 

Rediffusion Ltd. and Associated TeleVision Ltd., and the Independent Television Authority. On 

the stand are winking lights to indicate the rate of conversion of TV sets, and the most popular 
commercials are being shown. The stand was designed by Beverley Pick and Associates. 


Associated Iliffe Press Lid 

have taken a stand for their 

“Wireless & Electrical Trader. 

which is only available on sub- 
scription. 


An imposing feature of the Siemens- 

Ediswan stand is a dummy of “the largest The GEC stand (above) is of an 

TV tube in the world,” illuminated from open design, which, says the com- 

helow and standing on a base of floral pany, is encouraging large numbers 

decorations. The stand was designed hy of visitors to step in and look round. 
Beverley Pick and Associates. 


(Left) The Ever Ready Co 
(Great Britain) Ltd. stand 
a feature of which is an 
endless belt circling the 
entire stand. On the belt is 
the whole range of the com- 
pany's portable radios and 
batteries. 


(Below) The Ferranti stand 
was designed by Rapier 
Design Ltd. It is in two 
tiers, with the range oj 
radio and TV receivers 
below, and seating accom- 
modation for visitors above. 


(Above) The Mullard stand, designed by A. J. Jedwab and 
constructed by the City Display Organisation. On the stand 
are a number of electronic gimmicks. (Below) At the Mullard 
cocktail party on the opening day were (I. to r.) John Gilbert 
(“Music Trades Review” and “Inventors Club’’), Clive Barwell 
general publicity manager for Mullard Ltd., George Campey, 
television publicity officer of the BBC, and H. G. Foster 
(“Electronic Engineering’’). 
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NO IRON CURTAIN AT THE 1956 FOOD FAIR 
First USA exhibit: crowd record 


may be beaten this year 


Displays by 123 home and 14 overseas exhibitors at the 
fourth British Food Fair are now drawing crowds into the 
Grand Hall, Olympia, on a scale that is likely to surpass 
the total of 407,412 visitors achieved by the third Fair two 


years ago. 

The Fair, which was opened by 
Mr. D. Heathcote-Amery, MP, 
Minister of Agriculture, Fisheries 
and Food, on Tuesday, is once 
again promoted by the Food 
Manufacturers’ Federation Inc.., 
and sponsored by the Daily 
Express, with J. F. B. O'Shea as 
the general organiser. It com- 
prises over 100,000 square feet of 
stand space. 

Apart from the stands them- 
selves, which contain many 
original display ideas, the main 
decorative feature consists of a 
representation of a weir high up 
on the wall at the far end of the 
hall. 

Large quantities of water flow 
down the steps of the weir, which 
is 44 ft. wide, with a fall of 
18 ft.. and with its top 80 ft. from 
the ground. 

The water is pumped up by 
hydraulic pumps; it is estimated 
that nearly nine million gallons 
will have tumbled down over the 
cascade by the time the Fair 
closes on September 15. 

Among the many display fea- 
tures are a galaxy of live chicks 
on the Ovaltine stand; C. & T 
Harris's large rotating stall for 
sides of bacon ; model Houses of 
Parliament on the HP Sauce 
Stand; mosaic-style decorations 
by the Co-operative Wholesale 
Society ; and strikingly arranged 
display of vegetables by the 
National Farmers’ Union. 

The Gas Council presents a 
“Mr. Therm Goes County” 


Canadian visitors 


A party of members of the 
Canadian Weekly Newspapers’ 
Association will be entertained 
to dinner by the Newspaper 
Society at the Apothecaries’ Hall 
on September 17. The visitors 
will be on a tour of the United 
Kingdom and Europe. 


exhibit in collaboration with its 
12 area gas boards, each of which 
has Its own highly modern gas 
kitchen, in which county recipes 
are prepared. 

The Beaverbrook Newspapers’ 
exhibit, which displays the 
sponsors’ newspapers and other 
publications, has as its centre- 
p.ece of the display a linotype, 
against a backcloth depicting in 
i npressionistic fashion the mani- 
fold activities of newspaper pro- 
duction. 

This year, for the first time, the 
USA is represented at the Fair. 
A huge display in the gallery 
shows in as broad a picture as 
possible what Americans produce 
in food, what they eat, and how 
their foodstuffs are packaged. 

As far as the Food Fair is con- 
cerned, the Iron Curtain does not 
exist. There are large displays 
by Poland; Hungary, showing 
many wines and other produce ; 
Czechoslovakia, whose central 
display feature is a huge rotating 
Pilsner barrel, on which illumi- 
nated panels humorously tell the 
story of this beer ; and Rumania, 
with amusing suspended models 
of farmyard animals and fowls. 

The catalogue, price 1s. 6d., is 
both a guide book and a recipe 
book. 

Among those who contribute 
articles to the catalogue are: 
R. S. Worth, president of the 
Food Manufacturers’ Federation; 
Frederick Monkhouse, chairman 
of the exhibition committee; Tom 
Blackburn, chairman of Beaver- 
brook Newspapers; and J. F. B. 
O'Shea, who writes on the trials 
and tribulations of exhibition 
organisers. 

The catalogue carries adver- 
tisements from about 100 firms. 

A big BBC, commercial tele- 
vision, and newsreel coverage 
of various aspects of the Fair is 
in operation. 


‘Largest yet show of handicrafts 


This year’s International Handi- 
crafts, Homecrafts and Hobbies 
Exhibition, which opens at the 
Empire Hall, Olympia, on Thurs- 
day, until September 21, will be 
the largest yet held. International 
participation includes large-scale 
exhibits from China, India, 
Poland, Pakistan, Bulgaria, South 
Africa, Rumania, Italy and 
Morocco. 

Two hundred firms will give 
demonstration of aids for the 
home handyman, including new 
methods of wallpapering, paint- 


ing, distempering, tiling, pipe 
lagging, wood staining and 
polishing and new_ wallpaper 


designs, new types of paints and 
emulsions, paper hanging pastes, 


hardwoods and adhesives will be 
displayed. 

On show will be the latest types 
of ready-to-make furniture kits, 
new methods of home rug mak- 
ing, new modern sewing machines 
and types of automatic knitting 
machines, and the latest power 
tools. 

In the handicrafts competition 
section will be 1,000 examples of 
international handicraft work. 
The exhibition theatre will stage 
demonstrations of home dress- 
making followed by a parade of 
models Wearing the dresses. 

An “Inventors’ Section” has 
been arranged with the co-opera- 
tion of Leslie Hardern, of the 
BBC's Inventors’ Club. 


lates 


aa Shi 
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This backstage scene is one of the many large-scale illustrations that 
enliven Hulton’s Boys and Girls Exhibition at National Hall, Olympia. 


Careers and space ships 


for boys and 


girls 


—AT HULTON’S EXHIBITION 


The visionary thrills of the year AD 2000 vie with the entertain- 
ments, careers, hobbies and sports that appeal to youngsters of 
hoth sexes today in Hulton’s Boys and Girls Exhibition, which Miss 
Anna Neagle opened on Tuesday and which is now attracting the 
young-in-spirit of all ages into the National Hall, Olympia. 


Under a “sky” crossed by 
models of the space ships and 
rockets of the future, against a 
backcloth of part of the surface 
of a distant planet, the exhibition 
includes a huge pool where boys 
can race radio-controlled boats 
against each other; a complete 
30-ton, 53-ft. midget submarine 
sent to the Exhibition by the 
Navy, in which children are in- 
structed in underwater man- 
ceuvring; a mobile nursing ex- 
hibit; a pet’s corner where George 
Cansdale answers questions about 
animals ; a sports area and mag- 
netic football game ; a Children’s 
Academy of 200 paintings, the 
best of 52.000 submitted; a chil- 
dren's fashion show comméred by 
TV personality Jean Crouch; a 
Sadlers Wells stand for would-be 
ballerinas, and many other attrac- 
tions. 


Services’ stands 
Vickers-Armstrongs, ICI, the 


Central Electricity Authority, 
BEA and the Atomic Energy 
Authority have sent personnel 


and education officers to their 
stands, offering advice on training 
schemes and prospects, and the 
fighting services are also strongly 
represented. 

Among the many competitions 
are those involving the selection 
of an English football team, a 
treasure hunt, and short story 
writing. Prizes for a competition 
based on young people’s observa- 
tions and criticisms of the show 
include six return air tickets to 
Edinburgh. 

Prizes given by a number of 
firms for “Road Safety,” “Litter 


This space ship is the biggest of the 

interplanetary machines crossing the 

‘sky” of Hulton’s Boys and Girls 
Exhibition. 


Problem” and “ Commonwealth 
Trans-Antarctic Expedition” com- 
petitions that are being run by 
the Children’s Book Club are dis- 
played on their stand. 

On Hulton’s own stand, Eagle, 
Swift, Robin, Picture Post, House- 
wife and the Hulton annuals and 
books are displayed, and children 


can there join the Eagle, Gir] 
Adventurer’s, Swift or Robin 
Clubs. 


The catalogue (price 6d.) con- 
tains messages from Sir David 
Eccles, Minister of Education, 
Edward Hulton, chairman and 
managing director of Hulton 
Press, and Marcus Morris, editor 
of Eagle, Girl, Swift and Robin. 

The exhibition, which was or- 
ganised for Hulton Press by F. W. 
Bridges & Sons Ltd., closes next 
Saturday. 
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Bill Hibbitt 


More associate 
directors for 


J. W. Thompson 


Four more members of the staff 
of the J. Walter Thompson Co.. 
Lid., have been appointed associate 
directors. Two assistant company 
secretaries have also been named. 
Fhe appointments of the new associ- 
ate directors follows similar appoint- 
ments for four others of the staff in 
April. The new directors are: 

Bill Hibbitt, who joined Lord and 
Thomas in 1925. In 1934 he joined 
JWT as chief space buyer and re- 
mained until 1939, when he joined 
the Army. Returning to JWT in 
January, 1946, he has been respon- 
sible for placing JWT press adver- 
lising ever since. 

Martin O'Grady, who joined 
JWT in 1928, at the earliest stage of 
the company’s expansion on the 
Continent. He helped open JWT 
offices in Antwerp, Vienna, Buchar- 
est, The Hague, and other places 
before finally settling in London. 
Immediately after the war, he played 
an important part in re-establishing 
the company’s links with overseas 
countries. 

James Tasker, who joined JWT's 
Port Elizabeth, S. Africa. office dur- 
ing 1928. In September, 1950, he 
came to JWT London from the man- 
agership of the Port Elizabeth office. 
and later worked in Frankfurt and 
New York. 

Chris Thomas, the youngest of the 
associate directors, joined JWT 
in 1947. The following year he left 
to join the Calcutta office, and re- 
turned to London in 1950. 

The two new assistant secretaries 
are Albert Kemp, who joined JWT 
in 1925, was the firm’s cashier before 
the war, and is now head of 
accounts department and a trustee 
of the company’s pensions fund : 
and Peter Ward, a solicitor who 
worked with a firm of Lincolns Inn 
Fields solicitors before coming to 
JWT in 1950. 


Press and publicity 
chief for ABC TY 


Howard Thomas, managing direc- 
tor of ABC Television Ltd.. has 
announced the appointment of Clive 
Roylance as press and publicity 
manager for ABC-TV’s Northern 
Region. Mr. Roylance, who is at 
present Air Ministry press officer 
for the North, will join ABC on 
September 7 in succession to Oswald 
Dearden, who is to take up an 
executive appointment with the 
Manchester Evening News. 

oo = 7 

W. Livingstone has taken over the 
editorship of Kemp's News, the 
monthly publication for the staff 
of the Kemp’s Group. 


Martin O'Grady 


James Tasker Chris 


lan Matthews has joined Arm- 
strong-Warden Ltd. as __ senior 
accounts executive, from Colman, 
Prentis & Varley Ltd., where he has 
been executive group head for the 
past year. Mr. Matthews is a mem- 
ber of the Incorporated Sales Man- 
agers Association, and the National 
Sales Executives Inc. of USA. His 
experience of advertising overseas 
includes an appointment with South 
African Advertising Contractors 
Ltd. of Cape Town and Johannes- 
burg. 


F. White new senior 
BBC northern rep 


Fk. B. White, at present adver 
tisement manager of the BBC's 
overseas and supplementary publi- 
cations, has been appointed senior 
representative of the BBC adver- 
tisement department in the north of 
England and Scotland. His office 
will be at Broadcasting House. 
Manchester, where he succeeds the 
late F. W. F. Lowther. Mr. White 
joined the advertisement department 
of BBC Publications in 1928 

- 7 * 

A. W. Burnett, advertisement 
director of the Amalgamated Press, 
has announced that C, E. Potter is 
being transferred from Weldons 
Ltd., to the representative staff under 
L. J. Phillips at the Fleetway House. 
and that J. D. Meldrum is being 
transferred from Weldons Ltd. to 
the staff of A. H. Adams at Fleet- 
way House. 

* + 

James Pilditch has been appointed 
sales executive with THM Partners. 
after nearly five years’ experience in 
North America. 


Thomas F. B. White 


= 


Alan Keen, an _ advertisement 
representative, has joined Style for 
Men (National Trade Press). He 
has been with Reveille. 

. oo * 


Heinrich Petrie, managing direc- 
tor of Modern Display Artists, 
Dublin. has left Dublin for Frank- 
furt. where he is supervising the 
display of exhibits in the Irish 
Pavilion at the Internatiqnal Fair. 


a 

Brian O'Malley, managing editor 
of Alchemist Publications, has been 
appointed to the board of —the 
parent company, Thomas Waide & 
Sons Ltd., of Leeds. He will be 
the London director, with new 
offices at 25 Oxford Street, W.1. 
Alchemist Publications publish three 
pharmaceutical magazines, The 
Alchemist (monthly), the Public 
Pharmacist (published for the Guild 
of Public Pharmacists) and the 
Future Pharmacist (published for 
the British Pharmaceutical Students’ 
Association). 


Cotton Board name 


PR officer 


Alfred Humberston, who has 
been appointed to succeed the late 
John Hardaker as press and public 
relations officer to the Cotton 
Board, was previously a member 
of the staff of the Board's industry 
relations department. He joined the 
Cotton Board in 1946 as a member 
of the recruitment and training de- 
partment, which later changed its 
name to industry relations depart- 
ment. Sir Raymond Streat, chair- 
man of the Cotton Board. held an 
informal press conference in Man- 
chester on Monday to introduce 
Mr. Humberston to newspapermen. 


dt a farewell party given by Auger & Turner Ltd. to C. H. Hawkins. who 

joined the agency soon after its inception and is now retiring, were (I. tor.) 

V. G. N. Auger, a director, J. Sutton, deputy managing director, Mr. 

Hawkins, E. Kisch. the company secretary, and H. A. Auger, managing 
director. 


A. Humbersion 


AuGust 31, 1956 


G. Ponsford 


F. Mills retires 


after 50 years 


Frank Mills is retiring from his 
office of joint managing director of 
Sheffields Lid.. poster contractors. 
and its subsidiaries at the end of 
September. He will remain on the 
board of directors of all the com- 
panies. Mr. Mills has been in 
advertising for more than 50 years. 
He was first with Benn & Cronin 
Ltd. as chief London representative 
for nine years, and was then ap- 
pointed manager of the Borough 
Billposting Co., a post he held for 
the following 18 years. He joined 
Sheffields in 1933 as general man- 
ager and was appointed to the 
board with the office of managing 
director in 1948. He is a member 
of the Aldwych Club and a founder 
member of the Solus Club, a past 
president of the London Poster 
Advertising Association and of the 
Midland Poster Advertising Asso- 
ciation. 


* * 
Dennis Mady, 24-year-old accoun- 
tant with Smith's Advertising 


Agency Ltd.. has passed the final 
examination of the Association of 
Certified and Corporate Accoun- 
tants. He has been with the agency 
just over a year. 

* * ” 

Australian Trade Press Agency 
Lid.’s managing director Ron Everett 
has returned to London after a four 
months’ visit to Australia. It in- 
volved a round-the-world sea voyage. 

+ 7 * 

Robert Maillard, chairman of the 
Centre Belge Des Public Relations. 
has opened an independent office as 
a public relations consultant in 
Brussels 


Media manager for 


Howard Panton 


G. Ponsford will join Howard 
Panton Ltd. as media manager on 
Monday. He has been media man- 
ager at Kingham Advertising 
Agency Lid. for about two years 
and has also worked for McCann- 
Erickson Advertising Lid. and 
Austen-Johnston Advertising Ltd. 

* - * 

Michael Saunders, publicity and 
advertising director, and general 
manager of Linzi Dresses Lid. has 
left the board. He will go to New 
York at the end of September to 
take up an executive position with 
a large American industrial concern. 

* * * 

Rank Screen Services’ Ltd. 
have appointed W. P. Ham 
as executive accountant. Since 1954, 
Mr Hampshire has been secretary- 
accountant for Rothman’s Ltd. 


More News About People on 
page 43 
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Originality is the test of ‘copyright’ on 


advertising slogans 


PROTECTION AGAINST ‘PASSING OFF’ 


By Our Legal Correspondent 


Just as there can be a clash in trade names, as we have 
seen in recent weeks, so—again, as we have seen from 
correspondence columns recently—there can be a clash of 
slogans. But whereas a trade name, if it conforms to the rules 
of the Trade Marks Act, can be duly registered and thereby 
protected, there is no system of registration for trade slogans. 


Further, it is well established 
that there is no copyright in 
ordinary advertising slogans, for 
the simple reason that the judges 
have not considered such slogans 
to be “original” literary works. 

Of course, a literary work does 
not have to possess any of the 
merits of literature to enjoy copy: 
right protection, but it is hard to 
argue that a slogan like * “Bread 
for Energy” is an “original 
literary work.” 

There obviously could be many 
similar claims—and if the Milk 
Marketing Board wanted to use 
“Milk for Energy” it does not 
seem possible that the millers 
would be legally entitled to object 
on the ground that it would be 
a breach of the copyright in their 
slogan! 

Law the remedy 


In some cases there could be a 
risk of a passing-off action, for if 
an advertiser were to use, or to 
adapt, another advertiser’s slogan 
so that the goods of one could be 
passed off as the goods of 
another, then the law would 
provide a remedy. 

In the above instance it is 
hardly likely that anybody seeing 
“Milk for Energy” would be so 
confused as to buy milk instead 
of bread, or that one product 
could be passed off as the other. 

Advertisers and copywriters will 
be quite aware that some slogans 


are very closely associated with 
certain goods, and they should 
take great care not to coin 
another slogan which could con- 
fuse the buying public. 

Originality is the test. An 
advertiser who claimed that he 
had invented the slogan “Beauty 
is a social necessity, not a 
luxury,” objected to another 
advertiser using the phrase “a 
youthful appearance is a social 
necessity” and took him to court. 

Not original 

On a search being made, how- 
ever, it was found that another 
advertiser had some years pre- 
viously used the slogan “Beauty 
is a modern necessity.” Obvi- 
ously there can be no claim to 
originality in phrases such as 
these. 

Another action which failed 
concerned a claim for copyright 
in the phrase, “Good eyesight is 
your most valuable asset.” In 
this case there were four slogans 
strung together: “Good eyesight 
is Your Most Valuable Asset. 
Avoid the predicament of being 
without your Glasses. Let us 
make you a spare pair. Broken 
Lenses Promptly and Accurately 
replaced.” The Court held that 
these were just commonplace ex- 
pressions, some of which had 
been used before. 

A copywriter, in his search for 
an original slogan, ought to” be 


> 
We 


Next week's Air Show at Farnborough is being marked by a special 
window display of aes * es at the company’s St. James's House 
eadquarters in London. 


Mum says we need 


LUCOZADE 


to replace lost energy | 
j 


The current Lucozade point-of-sale 
material is made in two styles—to 


take large- and small-size bottles. 
Printed in red, yellow, blue and 
black, the large size shows Trevor 


Bailey and his son; while the smaller 
(above) shows Bailey junior, and 
Brian Statham junior. 


careful not to use a quotation 
from a well-known poem, or piece 
of prose, unless he is sure that 
the work is out of copyright, 
owing to the lapse of time. 

The use of a quotation from 
Buddha that “By the force of my 
will I shall subdue this disease” 
is not likely to create trouble, but 
a quotation from a modern poet 
is certainly risky. 

So one has to rely on the action 
of “passing off” for whatever 
protection there may be for a 


slogan. 
Hard to apply 


The law on this is fairly simple 
in theory but it may often be 
difficult to apply. It is an 
actionable wrong for one person 
to represent, for trading pur- 
poses, that his goods are those 
of another, and it matters little 
how he makes the representation. 

Some slogans do not mention 
the name of the product, and if 
the second person adopts a 
slogan so that his goods are 
being bought, on the strength of 
that slogan, by people who think 
they are buying the other, then an 
action might succeed. 

It is as well to remember that 
fraudulent intention is not essen- 
tial for a “passing off” action to 
succeed. Even if the slogan is 
literally true, if it induces the 
belief that the goods of the user 
of the slogan are the goods of 
another, he can be restrained. 


New Y & R section 
will handle TV 


research 


Young and Rubicam Ltd. is to 
set up a new media research and 
statistics section under Andrew 
Murray, manager of the agency's 
research department. This section 
will be responsible for analysing 
and summarising (for the use of 
both agency ang clients) all avail- 
able information on the audience 
and effective- 
ness of all 
forms of 
media, with 
special refer- 
ence to TV, 
and under- 
taking, when 
necessary, 
special re- 
search into 
media situa- 
tions not re- 
vealed by any 
outside re- 


search at pre 

sent avail- Andrew Murray. 
able. 

Other appointments in the 


agency’s TV set-up are :— 

Dan Ingman becomes the di- 
rector in charge of liaison with 
contractors in the development 
of advertising facilities; and 
Ray Stannard, who has been 
responsible for time-buying since 
the opening of commercial TV, 
becomes manager of the TV, 


cinema and radio time-buying 
section, reporting to Richard 
McGrath, director of media, 


enabling all the agency’s media 
buying operations to be co- 
ordinated. 

The media planning committee, 
on which Mr. Ingman will con- 
tinue to sit, remains under the 
chairmanship of Colin Mclver. 


Illustrating the safety factors of the 
new Hurseal oil-filled electric radia- 
tors is this cut-out display of a child 
and her toys. The display is finished 
in natural colours and is approxi- 
mately three feet by three feet. 


STANDS FIRST AND 


AND PROVINCES. 
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PROPRIETORS 
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ODHAMS PRESS LTD. 


MANCHESTER 


112 HIGH HOLBORN W.C.1. 


BIRMINGHAM 
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a The News Chronicle, according to the latest ABC figures, had an average daily net sale 


for the period January to June 1956 of 1,441,438. This shows an increase of 188,660 over the same 
period last year and is the greatest increase in sales of all national dailies. 

b The News Chronicle, according to the latest Hulton Survey, has 3,120,000 readers. This 
shows a percentage increase of 27.8 since the 1955 Survey was published. The highest rate of 
increase of any national newspaper. 

© The News Chronicle, according to the Hulton Survey, has 41% of its readers between the 
ages of 25 and 44. This, as every advertising man knows, is the most free spending of all age 


groups. Only one other popular daily has a greater percentage of its readers in it than this. 


And if you want to know how 
economical it is to adver 

tise in the News Chronicle 
ring William Memory 
Advertisement Directo) 
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COM IMENT 


THE MEANING 
OF A WORD 


Complacency, according to the 
Concise Oxford Dictionary, 
means “ tranquil pleasure ; self- 
satisfaction.” It is a word 
used sometimes to describe the 
British manufacturers’ attitude 
to sales abroad. 

It is difficult to believe that the 
manufacturing businessmen of 
this country have feelings of 
“tranquil pleasure,” let alone 
“self-satisfaction,’ when they 
examine the latest export 
figures. 

For they show that although 
there has been a rise of 13 per 
cent over the past two years 
in the volume of UK exports 
the rate of increase has lagged 
seriously behind the perform- 
ance of our main competitors. 

Germany’s exports increased by 
49 per cent. Japan’s by an even 
greater figure—86 per cent. 

Our share of the world’s trade has 
dropped to just under 20 per 
cent. The USA level is around 
24 per cent, while Germany— 
climbing fast—is already above 
15.5. 

The figures speak for themselves. 


Advertising’s part 


Can advertising men play an in- 
creasing part in boosting our 
sales abroad? Of course they 
can, 

Earlier this year, at the Adver- 
tising Association’s annual con- 
ference, there was talk of 
staging an export advertising 
conference in the autumn. 
Nothing has come of it. 
Rumour has it that this may 
possibly take place next year. 

The AA’s final decision in the 
matter is expected shortly. 

It may not be an exaggeration to 
say that such a conference is 
vital to British economic de- 
velopment. For a get-together 
of the best advertising brains 
in the country to consider ways 
and means of selling more 
abroad would be certain to 
spark off many valuable sug- 
gestions and ideas. And these, 
in turn, would be taken back 
and presented in practical form 
to the advertisers themselves. 

Let this export conference take 
place. And soon! 

Or it may well be that the word 

“complacency” will be heard 
in connection with advertising 
itself. 
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Does the ‘Standard’ really want TV 
ads in BBC programmes? 


LEET STREET was 

startled last week by 
the lack of logic shown by the 
private-enterprise-loving Even- 
ing Standard in one of its 
leaders. 

Its argument went 
thing like this :— 

The BBC has “accumulated” 
a “reserve fund” of £5 million. 

The commercial TV contrac- 
tors are losing money—and 
would be “relieved at the 
prospect of not adding to their 
losses.” 

Therefore, the BBC should buy 
up the programme companies, 
thus pleasing (a) the contractors; 
(b) the viewers—who would get 

“better programmes”; and (c) the 
advertisers, who would thus reach 
“the entire viewing public.” 

Quod erat demonstrandum— 
that which was to have been 
proved—by Beaverbrook News- 
papers. 

Would this prospect please 
contractors, viewers and adver- 
tisers? 

One of the contractor’s sales 
chiefs this week calls’ the 
Standard’s arguments “non- 
sense.” A sum of £5 million 
would not be enough, he said, 
even if the contractors wanted it 
to be. 

Would the viewers get better 
programmes? Look at the num- 
ber of ITV programmes in the 
research companies’ Top Ten 
every week—at least 90 per cent. 

Now for the advertisers. They 
would only get nation-wide 
coverage if they were allowed to 
use the BBC’s Band 1—and look 
how that prospect has enchanted 
the satirists in recent months! 

Even if the BBC took over the 
ITA’s Band 3 they could still 
only reach the 12 per cent of 
viewers receiving ITA _pro- 
grammes. The same curb on 
expansion—the credit squeeze— 
would still presumably apply to 
the BBC as it does to the ITA. 

And finally, what would 
happen to the dreams of an inde- 
pendent and competitive TV 
service—after the decision to set 
one up had been hailed only last 
week as a success by a Cabinet 
Minister at the Radio Show? 


BRAVE NEW WORLD 


HAT will they think of 
next? Visitors to the 
_Food Fair are being sta startled to 


some- 


rom PACK DESIGN fo 


MARKSMAN 


ESTABLISHED 1/89. 


ERNEST MARKS PUBLICITY LTD. 


IN ALL DISTRICTS 


DEPOTS 


SELLING THE LINE 4 


[ 


“Well — touch wood — we | 
| *aven’t bin controlled nial 


find the very latest line in fried 
fish and chips . . . wrapped in a 
gen-u-ine newspaper. 

It's a gimmick pack for the 
fresh-frozen product of H. Mudd 
& Son Ltd., of Grimsby. The 
pack is printed, newspaper-style, 
with the “late night final” of 


The Modern Times. 
real news about the product in- 
side and tells customefs how to 
serve it. 

Les Herman, sales promotion 
executive of H. Mudd & Son, 


TOMORROW S TOPICS 


It carries 


© British detergent manufacturers 
may make a determined bid 
soon for increased sales abroad. 

@ New-style advertising cam- 
paigns are being prepared bv 
motor manufacturers for the 
Motor Show. Emphasis will 
be on increased reliability. 

® Developments in the brassiére 
field are expected soon. A new 
product may be launched, 
backed by heavy advertising. 

@A new type of point-of-sale 
_ display is to be introduced. 


thought up this ingenious idea. 
Boxfoldia Ltd. are the makers of 
the carton. 

Inside the pack? Two or three 
fried fillets of haddock, sur- 
rounded by chipped potatoes and 
garnished with parsley in a tray 
of aluminium foil. 


SOMETHING BORROWED 


TTENTION was drawn re- 

cently (August 10) by a 
correspondent, H. J. Wilberforce 
Raphael, to Tide’s claim “Next 
to my family I like Tide-clean 
clothes,” which he said was 
“ borrowed” by the copywriter 
from a BVD slogan “at least a 
quarter of a century ago.” 

Now up comes Quentin B. 
Dobson with the reminder that 
the Tide writer might have had a 
more recent source of inspiration. 
(Who asked: “What was the 
source of that source?”) for he 
remembers a Vedonis campaign 
of only a couple of summers ago 
in which a young lady proclaimed 
in no uncertain manner that next 
to herself she liked Vedonis. 

But Mr. Dobson goes farther. 

“May we soon, for example, 
expect to see,” he says, “a knit- 
ting wool called Fluffo, with the 
slogan ‘Worth a guinea a skein’? 
Or, better still, bedside crisp- 
bread packets hailed with the 
sung lullaby: “Sleep sweeter, 
Ryvita’?” 


ID you notice that unfor- 

tunate piece of advertisement 
make-up in Sunday's Empire 
News? 

An ad for Germoloids was 
headed: “To sufferers from 
Haemorrhoids (piles).” And 
immediately below it, in another 
ad, was a large picture of Gilbert 
Harding with the bold caption 
“Harding never suffers.” He was 
endorsing the New Macleans 
Tablets . . . for indigestion. 


@ To offset a big increase in the 
production of Mediterranean 
fruits, American organisations 
are planning prestige cam- 
paigns for next year. 

@New-type containers will 
enable laundry organisations to 
offer and advertise a better 
service at a lower cost. 
®@ Major feature of several big 
winter campaigns will be the 
increased use of animated and 
giant point-of-sale displays. 
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E is for Ekco as advertised to 


13 million readers — including you. 


For one-in-three impact and certain gain 


Do like Ekco — plan a Pic campaign. 


SUNDAY PICTORIAL 


READERSHIP: 13,070,000 (HULTON SURVEY) NET SALE: 5,624,010 (ABC JAN-JUNE 1956) 
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[His year will probably be 
recalled by all owners of 
what are called the traditional 
advertising media as a year of 
re-appraisal. The need for such 
re-appraisal has been empha- 
sised by two main factors: the 
emergence from a buyer's to 2 
seller's market, involving more 
careful selectivity on the part 
of the reading and cinema- 
going public and certain 
changes in habits—phenomena 
which call for more thorough 
study—and the rapid, wide- 
spread growth of television 
viewing. 

Much has been written of late 
about the problems of the cinema 
industry, and, indeed, a special 
study of the economic problems 
of the industry is being currently 
carried out by the National Film 
Finance Corporation. 

It is not the function of this 
article, however, to examine in 
detail the economy of the indus- 
try, but rather to draw attention 
to the current position and draw 
from it certain conclusions which 
will be useful, at least as a basis 
for further study, to both adver- 
tiser and media owner. 

What are the basic facts? To 
begin with, the year 1955 was not 
such a good year in the cinema 
as 1954: admissions were about 
seven per cent less than the total 
for the previous year — the 
greatest annual decline since the 
statistics were first collected in 
1950. 


69 million seats 


Figures extracted from a Board 
of Trade inquiry show that of 
4,000 cinemas sampled, with be- 
tween them a total weekly capa- 
city of 69 million seats, only 
about 21.5 million seats, or about 
31 per cent, were filled each week 
on average. 

To some extent the relatively 
low third quarter's figures— 
when the weather was excep- 
tionally good—were suesainie 
for the drop in admissions. But 
nevertheless, the most recent 
figures ‘shown in Table I, in 
which admissions during the first 
quarter of this year are almost 
eight per cent below those during 


A need 


for more 
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What lies ahead for the cinema as an 
advertising medium? Does it face decline 
—or opportunity? This article sums up 
the present trends, and suggests that the 
industry, to safeguard its own future, 
must prove that cinema advertising is a 


good “ buy” 


statistics in the cinema 


the corresponding quarter of 
1955, indicate that the downward 
trend has not been halted. 

The decline in 1955 was 
general throughout all regions, 
varying from four per cent in 
the Eastern to nine per cent in 
the Southern. During the first 
quarter of this year the trend was 
again common to all areas, 
although the extent of the change 
varied from region to region. 

These figures supply the back- 
ground to the recent statement 
regarding the number of cinemas 
which are closing (as illustrated 
in Table 2), and it is important 
for both media proprietor and 
advertiser to examine why the 
trend has developed and what its 
future direction may be. 

It is true that costs have risen: 
examples, apart from wages, are 
the expenses of re-equipment, 
new screens, new projection 
apparatus for CinemaScope and 
other new techniques, higher 
local fates, and also entertain- 
ments duty, which in 1955 took 
over £33 million out of total box 
office receipts of nearly £106 
million. 

To compensate for the in- 
creased costs, prices of admission 
have increased, and it is perhaps 
a first step in the examination to 
see to what extent higher prices 
may have contributed to a falling 
off in attendances. 

Table 3 shows expenditure by 
the public on cinema attendances 


Table 1—Cinemas, Admissions Ist quarter, 1956 


Northern... ...... | 
East and West Ridings 
North Midlands 

Eastern ... 

London and South- Eastern 


Great Britain ... 


Source : 


Board of Trade. 


Percentage | Percentage 
change change 
compared compared 
"000s with with 
Ist - 4th atr. 
° of 
1955 1955 
| 
26,313 — 6:1 + 3-7 
26,926 9-1 + 4-0 
16,487 | 9-9 + 0:2 
12,337 | 72 + 1-0 
58,089 - 7-7 + 4-6 
11,827 | ~11-0 + 1:1 
11,825 8-7 | + 1°4 
23,386 -85 | + 1:4 
43,353 -9-3 | + 2-3 
15,374 — 5-6 + 3:5 
39,016 5-0 + 4:8 
284,933 — 7:8 + 3-1 


By A Special Correspondent 


in terms of current market 
prices and also at constant 1948 
prices with the expenditure 
expressed as a percentage of total 
expenditure. 

The figures reflect, in the 
column showing expenditure at 
constant 1948 prices, the continu- 
ing decline in cinema-going in 
terms of the number of admis- 
sions, during a_ period when 
prices have risen by 20 per cent. 

As a proportion of total per- 
sonal spending, expenditure at 
cinemas has consistently declined 
from 1.7 per cent to 1.0 per cent 
of the total. 

The reason could well be the 
increase in prices if incomes had 


tative terms, becomes important. 
In the immediate post-war years, 
the supply of consumer goods 
available was considerably re- 
stricted, and it was not until the 
beginning of the decade that they 
became more abundant. 

Surplus spending power was 
attracted to articles in free 
supply—cinemas, beer, cigarettes, 
tobacco, expenditure on which 
at constant prices was in 1954 
still below the 1946 level. As 
more goods became available so 
the pattern of expenditure on 
cinemas and beer came to occupy 
a lower place, relatively, in con- 
sumers’ budgets. 

It appears therefore’ very 


Table 2—Number of Cinemas Opened and Closed 


— Seating 
400 and under 
1954 1955 
Cinemas closed ... 28 34 
New cinemas opened 9 2 
Cinemas re-opened 12 9 
Net closures . fo | 


(a) Preliminary figures. 


fallen over the same period, o1 
alternatively, the prices of other 
goods in the more essential cate- 
gories had risen by more than 
20 per cent. 

However, although from the 
figures available the overall 
increase for all goods bought by 
consumers was 25 per cent, per- 
sonal incomes rose between 1948 
and 1954 by over 45 per cent, and 
total personal expenditure at 
constant prices—an indication of 
the volume of consumption—by 
over 11 per cent. 

Thus, during a time when 
incomes were outstripping the rise 
in prices of consumption goods 
and overall real consumption was 
rising, cinema attendances were 
falling. And the evidence is 
strongly against the rise in prices 
of admission since 1948 being 
large enough to outweigh the 
extra cash available for spending. 

When one reflects on the 
changes in the domestic scene 
since 1946, another reason, 


impossible to measure in quanti- 


during 1954 and 1955 S (a) 


Cinemas Seating 4. _All 

over 400 Cinemas 

1954 | 1955 | 1984 | 1955 

| 

45 57 ne) 
5s i 14 13 
22 16 34 | «25 
18 | 30 2s | 33 

~ Source : Board of Trade. : 


likely that the change in condi- 
tions has been one of the major 
factors contributing to the de- 
cline in cinema audiences. 

The trend, however, is that of 
more people who used to go 
regularly, i.e., at least once a 
week, attending the cinema less 
frequently, rather than one of 
cinema-goers ceasing to attend 
at all. 

The Hulton Surveys indicate 
that between 1953 and 1955 the 
proportion of regular cinema- 
goers declined from 33.5 per cent 
to 30.1 per cent, while occasional 
cinema-goers (those who attend 
less than once a week) increased 
from 41.0 per cent to 43.9 per 
cent. The proportion who never 
go showed little change. 

But in considering these bare 
facts it is important that the issue 
should be kept in its proper 
perspective. 

A review of these statistics 
should be carried out only in 

@ Continued on page 16 


es 14 es * 
$ ny 
ee 
ER EEE 
.3 
PC q 
LET MEAN AT OE TT LS LL STL TS sd 
- - 
- 
. 
? e 
: | | 
4 €& 
aR 
<i @€=— —es f 
- 
i| | 
q 
2 } | 
‘ — 
| South-Western .. : 
Midland ... oat poe , 
North-Western... ,; . 
Be: Wales... Fe ea ; 
Scotland ... me : 
q ) 
% ——— ee i ery Tt a ——— =" 
4 om ee a &§ 
a i 
cine 
+ pees Fs “ie 34 x Be A My a a a : oo = eo _ a 
ae ee | Sei af F, a nn ae 


AuGustr 31, 1956 


ADVERTISER'S WEEKLY 


| 
ima 
| t out by ITV 
i ees 
( 
| | Today its sales are over 900,000... 
ae Te Oe ‘ | reels 
' 
{ 


Every week more families take TV TIMES 


sv wren’ " - of we pest The Rare”? te 
vat Le’ iwc @ vaeee , ve —— excl rs eee 


Leslie A. Mander, Advertisement Manager, : 
TV Times, Television House, Kingsway, W.C.2 * Holborn 7888, 
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more restrictions imposed by the 
avuncular, but not always wise, i 
gentlemen of Whitehall. Of the iy 
television medium many adver- 
tisers are still saying: “It is too 


‘Media owners should publicise the 


e « +) early yet to decide.” i 
advantages of their medium The “slaphapry” days thar A 
followed the war are, indeed, ii 
over. All advertising media face 
relation to those for all other Table 4—Cinemas in Great Britain—Analysis by Geographical ("°77@°"8 competition for shares 
forms of entertainment. In as- Area in the advertisers purse. — 
sessing the value of the cinema eo aaa Se : _The test is one of growing effi- 
as an advertising medium the | a Zz ciency, with somewhat ig > units | 
comparative values of other media . April, March, | March, | March, which have stood up to the test } 
should likewise be taken into Number of Cinemas | 1951 1952 | 1954 | 19*6 of harder times. The media pro- 
account. = el = a ieomemiecdl ee es _  prietors, particularly to open 
its i i | | | the cinema world, should publi- 
So far as its importance in the Great Britain... ... ...| 4,597 | 4,570 | 4,504 | 4,454 ply ag ae Begs cel yea 
entertainments field is concerned, Northern... ... ... ...| 423 | "428 428 an Doe aggheer Meg -gre 
Browning and Sorrell, in their ast and West Ridings ...| 459 | 454 | 444 | 435 ecvemtages thew me “- i] 
paper read before the Royal North Midlands ee 326 «| «323 313 offer the advertiser and support i] 
Statistical Society in 1954, strik- Easterm ...  .-. 0. + 224 | +224 #=%|{ +26 J|~ 219 their claims with factual evidence. | 
ioaky 4 Sonal London and South-Eastern ... 664 | 652 | 638 633 s 
ingly illustrated the dominant ina... 201 «| = 202 201 «=| = 200 Out of proportion i 
position of cinemas. —ati.. .. ..| 2% 35] 245 739 "| 
From data provided by the Midland... ...  ... «| 368 367 | ~~ 361 354 The spotlight of research has "| 
Customs and Excise, they were North-Western... ... ... 715 714 703 684 been focused on the television 
able to show that in each of the Wales... ss. a +4 354 medium—probably out of all 
i 603 598 584 582 —P ) , 
three years 1950-52 cinemas Scotland... .. ...  .. ; ‘ ia proportion when it is considered 
accounted for no less than 83 per = ——_—___ - — eee how relatively little is known \ 
cent of all taxable admissions to Source: Annual Abstract of Statistics and Board of Trade. about other media in terms of 


Table 3—Expenditure on Cinema-Going 


Current | 

market 

prices 

£ mn | 
1946 . 121 
1947 . | 108 
1948. ' 42 | 
1949. 105 | 
1950 . 107 
1951 . 110 
1952 . 112 
1953. 111 
1954 . 112 
entertainment. Even at that time 


they could point to contraction 
in cinema attendances being 
influenced by the spread of tele- 
vision, but they could also point 
out that the decline in cinema 
attendances “has not much ex- 
ceeded that in other forms of 
entertainment,” including racing 
and other forms of sport. 


Furthermore, from data pro- 
vided by Unesco in 1952 they 
were able to show that Britain 
led the world in the number of 
admissions per head—*Britain is 
the land of the cinema to a far 
greater extent even than 
America.” 


That we have receded some- 
what from this position since is 
evident from the facts reviewed 
above, but the cinema remains, 
and is likely to remain, an 
integral part of the British way 
of life. 


The cinema industry might 
well wish to paraphrase a motion 
of an 18th-century House of 
Commons: “That the power of 
television has increased, is in- 
creasing, and ought to be dimin- 
ished,” and the fact is that 
television licences are now near- 
ing the six million mark and 
shortly 1,700,000 homes will be 
receiving the alternative service. 


In this context, however, the 


Constant Index Proportion 
1948 ; number of of total 
prices prices expenditure 
£ mn. 1948 = 100 Percentage 
120 } 101 1:7 
107 | 101 1-4 
112 100 | 1-3 
104 101 1-2 
102 } 105 1-1 
100 110 1-1 
96 | 117 1-1 
4 6C| Cs 1-0 
93 120 1:0 


Source : National Income and Expenditure Blue Book, 1955. 


words of Sir Philip Warter should 
be considered: “I believe that 
television will become the most 
effective method of advertising 
and promoting films, and one of 
the reasons which prompted our 
entry into the field of commercial 
television was the belief that, 
properly harnessed and exploited, 
our television service could bring 
considerable benefit to our 
cinemas and, indeed, to the 
industry as a whole.” 


Favourable rates 


Turning to the value of the 
cinema as an advertising medium, 
the fact still remains, notwith- 
standing the increase in rates 
announced by the Screen Adver- 
tising Association to take effect 
in January, 1957, that this 
medium compares favourably 
with other media on a cost per 
contact basis. 


Attention has recently been 
drawn to this fact by Pearl & 
Dean (Screen Advertising) Ltd., 
in their “Who goes window 
shopping in the dark?” survey 
brochure. 


In terms of the impact made 
on the audience, it is important 
to remember that the cinema 
message is addressed to a “cap- 
tive” audience in a relaxed, recep- 


tive mood, and that there is 
plenty of research evidence to 
show that the impression made 
by cinema advertising is deep and 
lasting. 

Most of this evidence has been 
obtained by advertisers for their 
own brands, and it still remains 
for the industry to produce their 
own findings on this essential 
aspect. 

This observation prefaces the 


final points. If all forms of 
advertising supplement one 
another—as undoubtedly they do 


the cinema has a great, and 
possibly still greater, part to play 
in the combined operation of 
bringing the consumer to the 
point of sale. 


A changing situation is not 
peculiar to the cinema alone. In 
the field of periodicals, some have 
disappeared, others face a static 
situation, while others have 
actually enlarged the size of their 
reader audience. 

The poster medium is being 
harassed by the threat of still 


the effective audiences they reach 
and the impact made on those 
audiences. The opportunities for 
research in the television field 
have possibly been streamlined, 
but both contractors and adver- 
tisers have taken full advantage 
of them. This is still not true of 
most media proprietors in other 
fields. 

So far the approach of the 
cinema industry has been little 
short of self-conscious ; in a re- 
cent publicity issue by one enter- 
prise the emphasis placed on the 
appeal of the cinema to one 
stratum of its audience might be 
interpreted as being apologetic. 

On the other hand, it is encour- 
aging to know that at least one 
major research project has been 
announced. 

This is a step in the right direc- 
tion, for it now behoves the 
media owners, in the interests of 
advertisers as well as of their in- 
dustry, to prove that under chang- 
ing conditions cinema advertising 
remains a very good “buy.” This 


is a challenge which it should be 
easy to answer. 


Mrs. C. J. Cadwallader (left) who has won three prizes in a television 
competition in three consecutive weeks, recently gave television viewers 


hints on entering such competitions. 


She is seen here with Daphne Padell 


during TV Advertising Ltd.’s programme “It’s a Woman's World.” 
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A MAGAZINE FOR READERS 
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Woman in her hours of ease... 


Uncertain, coy, and hard to please, to continue the 
misquotation. But these hours (when she is, in fact, 
quite easy to please if you know how) are the ad- 


vertiser’s opportunity. The Reader’s Digest offers 
advertisers women—well over two million of them 
—at ease, alert, receptive, and intelligent. 

Altogether, some five million people enjoy this 
magazine each month. Why do they provide such a 
productive market for your advertising message ? 
One reason is that they are comfortably above the 
average in income—for instance, over a million of 
our readers own their own houses, and nearly a 
million have motor-cars. 

But more important still is our readers’ character. 
The Reader's Digest deliberately sets out to please 
people with inquiring minds, interested in many 
things, receptive to new ideas. Its phenomenal 


NO WONDER 


success—over a million sale in Britain, a world sale 
of over eighteen million—is the measure of the 
opportunity it offers to the advertiser who has 
something to say. Its readers really read it—pick up 
each issue many times as they browse through its 
articles. There is ample evidence that they read the 
advertisements, too. And they are exactly the kind 
of people, better informed than most, whose 
example is apt to influence their friends. 

It is because of the character of its readers and 
their pleasure in reading it that The Reader’s Digest 
is one of the great advertising media of Britain. 


OVERSEAS. International editions, 27 of them, cover key 
export markets. The British exporter can book space in London 
and, usually, pay in sterling. 


IT’S CALLED 


The Reader’s Digest 


WITH A GUARANTEED 


1,100,000 SALE 
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Industrialisation is spreading 


and the population—already 400 


million—is increasing rapidly 


18 


UK advertisers have big 


opportunities in India 


says a SPECIAL CORRESPONDENT 


Js the British advertiser pay- 
ing enough attention to the 
Indian market? Apart from 
India’s tremendous industrial- 
isation under the five year plan 
and the consequent increased 
prosperity bringing more 
people slowly but surely into 
the consumer market, the 
actual population is increasing 
by about 13.4 per cent every 
10 years. Today there must 
be well over 400 million people 
in India—of whom some 81 
millions are reckoned to be 
urban consumers. 


Local knowledge is an asset 
in planning an advertising cam- 
paign for any country, but this 
applies particularly to India, 
where for a start, to get anything 
like a national coverage an adver- 
tisement must appear in a mini- 
mum of 13 languages: English, 
Hindi, Urdu, Gujerati, Tamil, 
Telegu, Bengali, Kanarese, Mara- 
thi, Oriye, Gurumukhi, Malaya- 
lam and Assamese. That fact is 
a headache in itself, for, apart 
from the slip-ups that can so 
easily occur in translation, the 
art editor has to adapt layouts to 
type that may read from left to 
right, or right to left, and that 
may be comparatively austere or 
full of graceful curls and twirls. 


Restraining advertisements 


A great deal is being done to 
try to prevent unethical adver- 
tising. 

The Indian government has 
introduced a Bill under the Drugs 
and Magic Remedies (Objection- 
able Advertisements) Act, to 
place some restraint on adver- 
tisers, while the Indian and 
Eastern Newspaper Society has a 
code of standards banning medi- 
cal advertisements that claim 
exaggerated cures by means of 
amulets and magic talismans. The 
Indian Society of Advertisers also 
tries to promote ethics in adver- 
tising, but here less than half the 
total of national advertisers are 
members. 


Religion plays a far more in- 
tense part in Indian daily life than 
can be easily appreciated in the 
west. Although India is a pre- 
dominantly Hindu country, quite 
apart from the many hundreds of 
distinctive sects in Hinduism there 


are very considerable religious 
minorities to consider, including 
Muslims, Sikhs, Parsis, Jews and 
Christians. Religious taboos on 
certain foods, drink and articles 
of clothing have their influence on 
advertising material, not to men- 
tion the innumerable religious 
holidays and festivities that can 
be tied to topical advertising cam- 
paigns. 

Climate, again, is a_ strong 
influencing factor. Months of 
waiting for the monsoon in intense 
and increasing heat make the first 
rains an occasion for rejoicing. 
But weeks of rain that follow do 
present special problems such as 
how to keep your clothes and 
leather goods from going mil- 
dewy, machinery from rusting 
and special packaging problems 
for such goods as cigarettes and 
chocolates. 


Innumerable variations 


So far as art directors are 
concerned India must have 
almost as many varieties of 
dress, hairstyles and even racial 
characteristics as the whole of 
the western world put together. 

You have to know your 
locality and public intimately 
to avoid making laughable or 
even offensive errors in illustra- 
tions, particularly now that 
Indian models are being used 
more frequently, whereas 10 
years ago a European would 
have been featured—especially 
in cosmetic advertising. 


Easily identified are the Rajput 
girl's bare midriff and widely- 
swirling skirt; the Punjabi girl's 
covered-up look, with  long- 
sleeved, calf- -length tunic and 
baggy trousers; the Malabar 
coast’s bare-but-for-a-sari look; 
the Hyderabadi’s bare back. For 
men, head and shoulders tell their 
story vividly—the Sikh’s beard 
and uncut hair, the Rajput’s 
proudly-curling moustache, the 
Brahmin’s shaved head, the flat 
gold cap of the Khojas, the black 
stovepipe of the Parsis, the 
Marathi’s crescent-cap, the bulky 
turbans of the north Indian 
peasants. Such things tell you at 
once a man’s community and 
district. 


Fashions for men 


There is, too, a completely 
different outlook as far as men's 
wear is concerned; it is not un- 
common to meet a prosperous 
business-man wearing buttons of 
precious stones set in gold and 
even an earring to match ! Heavy 
perfume and a rose behind the 
ear are accepted in certain com- 
munities as normal, everyday 
wear. Colours also have a 
different significance; white, the 
traditional bridal colour of the 
west, is a symbol of mourning in 
the east. Out there, red is the 
bride’s traditional colour. Yellow 
symbolises spring and blue is a 
sacred colour. 

There is, furthermore, a much 
wider gulf between the country 


Engineers get a boost in neon { 


HIS neon sign, for Ruston & Hornsby, engineers, facing the rail- 


way line at Grantham, 


was supplied by Franco 


Signs Ltd. 


Running across a major section of the building, the sign is illuminated 


in cornflower blue. 


The fluorescent tubing is semi-recessed into the 


faces of the letters, to ensure legibility at the widest possible viewing 


angle 


Aucusr 31, 1956 


dweller and city folk. The edu- 
cated Indian is a poor guide to 
mass reaction and the main 
problem in this vast country is 
still illiteracy despite the govern- 
ment’s determined literacy drive. 
The last census figures in 1951 
showed that only 60 million 
Indians are literate—but that 
this figure is steadily increas- 
ing is shown by the increas- 
ing circulations of the leading 
publications. For general con- 
sumer products appealing to 
mass markets, it follows that 
copy and illustrations should be 
as simple and straightforward as 
possible, particularly where multi- 
lingual campaigns are planned. 

Many newspapers are poorly 
equipped for fine work, and can 
only produce coarse screens and 
smudgy reproductions with a 
poor selection of typefaces. Addi- 
tionally, the quality of newsprint 
is poor, and for any national 
campaign half - tone _ blocks 
are virtually useless. 


Multiplicity of accounts 


Only a limited number of 
experienced agencies exist, thus 
making it inevitable that one 
agency often has to handle 
several accounts that could be 
considered as competitive. 


Outdoor advertising has 
problems all of its own. 
Ordinary posters are useless in 
India’s extremes of climate, so 
everything has to be labori- 
ously hand-painted by Indian 
signwriters who are amazingly 
efficient at the job. 


In a country where eight out 
of 10 cannot read but can see 
and hear, radio and films obvi- 
ously assume great importance. 
There is no commercial radio in 
India itself, but it is beamed for 
15 hours daily from Ceylon. 
There are only a million licences 
in India, but listenership is diffi- 
cult to assess because there is so 


much communal listening to 

loudspeaker services in village 
centres, cafés and schools. 
Place of films 

Agencies themselves make a 


number of filmlets shown mainly 
in the cities (there are 3,300 
cinemas, of which 800 are tour- 
ing units visiting outlying villages 
every few weeks). Censorship 
bans kissing, clinches and alco- 
hol. There is talk of a closed- 
circuit television for Bombay 
which has a wealthy, sophisticated 
audience potential, but at this 
stage television can be ignored. 


Nearly all the conditions (ad- 
vantages as well as handicaps) 
surrounding advertising in India 
apply equally to Pakistan, and 
the particular philosophy and 
way of life seen in these coun- 
tries must be reflected in their 
advertising. There is no doubt, 
however, that publicity of all 
kinds has become far more com- 
petitive during the last few years, 
and for the first time there is 
actually an awareness of the need 
to face up to the problem of 
selling and of analysing market- 
ing problems. 
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“Kxveellent results... 


from one half-page advertisement 


in R.A.F. FLYING Review 


@ “best coupon response ever ...7 


— @ “enquiries... literally from al 
uarters of the globe” 
“+ + + says much for the coverage of R.A.F. FLYING Review” 


— Arro MODELLER 
HMOVAL Ath FOonCE 87,000 monthly net sale 


, @ Largest-Selling Aviation Journal in EUROPE 
Flying fm 
. oe | 


ROYAL AIR FORCE REVIEW LTD. 
» 


109/119 WATERLOO ROAD, LONDON, S.E.1 (City Office: 180 Fleet St., E.C.4) 
VIEW Telephone : WATERLOO 3388 
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Advertisements in JOHN BULL 
net the largest family 
readership among all general 
colourgravure weeklies 


This fact alone makes JOHN BULL an excellent invest- 
ment for your advertising expenditure. But when in the 
field of general colourgravure weeklies you net, in 
addition, the lowest monotone cost per 1,000 circulation, 
the lowest monotone cost per 1,000—women and house- 
wife readership, the highest weekly net sale, the 


greatest home-delivered sales, a magazine read and 
re-read for more hours and with more confidence, a 
magazine that consistently publishes Britain’s finest 
writing—JOHN BULL then emerges as one 
of the finest investments in 

advertising in the country. 


ono JOHN BULL 


ABC AVERAGE WEEKLY NET SALE 
JANUARY — JUNE, 1956, 1098,811 


, =. Fae 4 } iu i —_ 
————————————— 
| 
| 
1) 

_ 

‘f 
Ti 
| 
| 
ee 

‘ > 

1 = 

- - 

. - x 

| _—s = ~— 
ee 
ite ee 
} 


ADVERTISER’S WEEKLY 


Sales 


Director: 


‘*The Board 


bs v B quite agree that 
4 old Canvassimg isnt economic 
and Ss got the O.K. 


on that Direct Mail scheme— 


it looks first class.” 


Advertising 


Manager: 


‘‘Good. I'm sure 
it’s the answer, 


and Simmonds 


¢ » 
handle everything= 


copy, artwork, 
prospects and mailing, ™ 


in fact the lot.” 


POSTAL PUBLICITY LIMITED 


82-64 PECKHAM RYE, LONDON, S.E.15. Telephone » New Cross 033/,3 
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The author of the recently published 
Nigerian Railway Corporation’s 
report, ‘Commercial Advertising’, 
summarises his views about 


the market 


Big opportunities for 


ads in Nigeria 


By GEORGE DODSON-WELLS 
Chief commercial advertising officer, 


| REATER strides have 
been made in the social 
| and economic development of 
Nigeria since the turn of the 
century than over any com- 
parable period in the country’s 
| history. If all goes according 
|.to government plans already 
being implemented, the next 
| 20 years should see even 
greater changes than the last 
50. 
The population of 33 million 
| is predominantly agricultural. 
Government-sponsored develop- 
ment schemes of soil fertilisation, 
cultivation and other aspects of 
| husbandry have increased produc- 
tion of export crops—cocoa, 
groundnuts, palm kernels and 
palm oil. Marketing schemes 
under the egis of regional 
| marketing boards have improved 
sales. The result is greater buy- 
ing power in the hands of a 
greater proportion of the popula- 
tion than ever before. 


Chances being seized 


Overseas exporters, expatriate 
and indigenous traders, manufac- 
turers and entrepreneurs are 
seizing the opportunity to canalise 
this buying power into the trade 
channels in which they are in 
terested. These developments, 
together with government pro- 
jects such as building construction 
and road making, are themselves 
creating quite sizeable oppor- 
tunities in the towns and suburbs 
for new employment, the wage 
and salary tributaries which 
further swell the main stream of 

money to spend. 

Between 1950 and 1955 imports 
into Nigeria increased from 
| £61,868,000 to £136,520,000—or 
| by 120 per cent. Imports from 
| some individual countries over 
the same period increased (£000’s) 
as follows:— 


1950 1955 
£ 
63,529 
16,653 
1,242 4,570 
1,422 9,725 


These are illuminating figures. 
Although the main weight of 
business remains with the United 


oo ae 
Japan ... 
Italy 

Germany 


£ 
37,024 
5,836 


British Transport Commission 


The author in the observation car 
which was his home for nearly 
a month during the course of his 
12,000 mile tour to amass infor- 
mation for his report on commer- 
cial advertising for the Nigerian 
Railway Corporation (see ADVER- 
TISER'S WEEKLY, page 46, August 
17). 


Kingdom, much of the increase 
in our figures is due to the depre- 
ciation in the value of the £ and 
the increases in the prices charged 
for goods since 1950. This does 
not apply to some other countries. 
The important fact which the 
figures reveal, however, is the 
rate at which other countries 
are increasing their sales com- 
pared with Britain in a Com- 

monwealth market. 
Simultaneously with this 
growth in trade, the federal and 
the three regional governments 
are endeavouring to ensure that 
spending goes hand-in-hand with 
the social progress of the country 
and contributes to the welfare of 
its people. Universal primary 
education is already established 
in the western region and will be 
introduced in the eastern region 
next year. In the north, in addi- 
tion to junior schools, impressive 
om ge is being made. All 
— FI nanny J media are 

ued on page 24 
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You can do without a Grant 


We know a man who refuses to use a 
telephone and writes all his letters in 
longhand, with a steel pen. We have 
heard of others who pass a public house 
without a pang and think it normal to 
use water for drinking. We are told, 
but hesitate to believe, that there are 
still women who deem make-up im- 
moral and nylons indiscreet. We know 
—but need we go on? 

You, too, know many people who 
contrive to survive without the most 
elementary amenities of seemly living, 
to eke out a joyless existence in the 
most unpropitious circumstances. You 
know them but do not envy them. 


The Advertising Agency which is still 
getting by without a Grant must take 
its place among this lugubrious minor- 
ity, belonging in spirit to a bygone age. 
It is possible to do without a Grant—to 
do less, more laboriously and to less 
effect. Do we exaggerate ? Come and 
see fer yourself or let us come and 
show you. 

Grant Production Company, Ltd., 
4 Rathbone Place, London, W.1 
(Museum 8717), 47 Cornwall Street, 
Birmingham 3 (Central 4131) 
and 7 Little Park Street, 

Coventry (Coventry 


64978). 


The new dual-purpose Grant showing 


extra lamps in operation 


CHUCK-AWAY or cherish 


ADVERTISER’S WEEKLY 


The simplest wire-stitched carton that will safely carry spare drill 
chucks? A sophisticated chocolate box that will later cherish a lady’s i 


gloves? Both problems solved, as yours can be too, by the money-saving 
. machinery of THE PACKAGING SPECIALISTS. al 


Johns, Son & Watts Limited, 
2-4, Epworth Street, London, E.C.2 
Monarch 7408 
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‘Monotype’ 
Headline Bold 


Series §95: 18, 24, 30, 36 and 48 point 
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The Monotype Corporation Ltd., 43 Fetter Lane, London, E.C.4 
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The General Manager, HARPER'S BAZAAR, 72 Brook St., London W.1 
giving full details. Salary will be commensurate with experience. 
All eee > ~ be acknowledged. All applications will 


MERCHANDISE 


PROMOTION 


HARPER’S BAZAAR 


have two vacancies 


one in the Merchandise Department, one in the 
Promotion Department. The qualifications are : 


ability. 


and billing. , 


Please apply in writing to: 


treated in strict confidence. 


Should have thorough knowledge of 
London and Provincial stores, good 
fashion background, administrative 


Should have sound technical knowledge 
print buying, | block ordering, estimating 
Applicants (male or 
female) must be able to type, and 
should have promotional background. 


AuGust 31, 1956 


Excellent opportunities 
for posters in Nigeria 


GUINNESS 


sTouT 


This is how Nigerians see the Guinness product in use. 


Colour plays 


a very big part in the lives of Africans and brightly presented posters 
are, therefore, of great importance in the selling operation. 


being pressed into service to dis- 
seminate information on such 
subjects as improved methods of 
agriculture and industrial produc- 
tion, communal and _ personal 
hygiene, and immunisation 
against and the treatment of 
disease. 

All this points to advertising. 
Growing business and growing 
advertising are complementary; 
growing audiences mean grow- 
ing business markets and, from 
the national aspect, wider op- 
portunities for developing 
public appreciation and under- 
standing of schemes for social 
progress. 

The advertising industry has 
not been slow to see the openings 
presented by this increase in the 
tempo of trade and in the obvious 
need for the fullest use of every 
vehicle of information in the in- 
terests of both commercial sales 
and officially-sponsored cam- 
paigns for public welfare. 


Screen advertising established 


In addition to the advertising 
agencies already well established 
in Nigeria, one well - known 
British general agency has in re- 
cent months opened a branch in 
Lagos, the federal capital; so 
has a renowned firm of specialists 
in screen advertising. I under- 
stand that inquiries have been 
made by at least one other inter- 
national general agency—and the 
Nigerian Railway Corporation 
are now setting up their own 
commercial advertising service. 

Conditions surrounding railway 
sites in Nigeria approach the 
poster advertiser's ideal. Stations 
are Often not only railheads for 
townships and villages for many 
miles around but centres of com- 


munity life in their areas. The 
sides of the track leading to and 
from them are more often than 
not used as public highways. 

The number of people using 
the stations is, by our British 
standards and in relation to the 
number of people travelling, 
phenomenal. It is customary 
for a passenger to be seen off on 
a journey by his whole family 
and a large proportion of his 
circle of friends: 8,000 people 
left by train from Lagos Terminal 
in the month of January last—but 
20,000 platform tickets were sold 
during the same period. 


Well-filled stations 

These are pretty good primary 
conditions for poster display. In 
addition the crowds of passengers 
and well-wishers converge on the 
station some time before the train 
is due and sit about, only too 
ready to note, comment on and 
generally discuss the pictures and 
messages displayed on the adver- 
tising sites. 

The impact of posters is 
much greater in Africa than it 
is even in the UK, where out- 
door advertising has been 
developed almost to a science 
to extract the last decimal point 
of readership value from a 
poster site and the poster dis- 
played on it. The reason lies 
in the fact that colour plays a 
great part in African life and 
the poster is pre-eminently 
suitable for the advertisement 
in colour. 

Posters in colour are immediate 
sources of attraction, interest and 
discussion in Nigeria. As a sales 
medium they are particularly 
suitable in a country where faith- 
ful reproduction in colour of the 
@ Continued on opposite page 
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Foreign competition is 


rising fast 


product in its sales package is 
often an important feature of a 
display. 

Outdoor advertising in Nigeria 


has problems peculiar to the 
tropics. For example, there is 
the sudden tornado of violent 


force which can blow up during 
the stormy season in a matter of 
minutes. It is important to keep 
the wind resistance offered by a 
hoarding as low as_ possible, 
Therefore, while the basic unit 
of an outdoor advertising display 
is a double crown and while mul- 
tiples of this size follow the 
build-up common in the UK up 
to eight-sheet, thereafter the 
depth of a poster usually remains 
fixed at 80 inches. A _ 16-sheet 
which here we think of as 
measuring 80 inches wide by 
120 inches deep is in Nigeria 
the same size broadside, i.e., 
120 inches wide by 80 inches 
deep. A 48-sheet would be 
simply six eight-sheets placed 
side by side, although in practice 
it has been found that 40-sheets— 
25 feet by 80 inches—are about 
as large as it is economic to go. 
Some excellent illuminated and 
three-dimensional advertisements 
are on display in and near the 
larger towns. 


Protecting the structures 


Great precautions have to 
be taken in the preparation 
of materials, particularly the 
woodwork of hoarding struc- 
tures, by treatment with pre- 
servatives and insecticides to 
prevent damage from a vora- 
cious species of ant. Further- 
more, the liking on the part of 
wandering goats for poster 
paper and billposters’ paste is 
considerable. 

There is littl road transport 
advertising, largely because, with 
the exception of a few single-deck 
buses operating in the neighbour- 
hood of Lagos, there is very 
little road passenger vehicular 
traffic as we know it in the UK. 
It is largely by “mammy wagon” 

a lorry with plain wooden 
knife-board seats for human pas- 
sengers and an almost incredible 
capacity for live and dead freight 
in and on it. 

Advertisers in the Nigerian 
market need to ensure that their 
message is appropriately slanted. 
Language is less of a problem 
than might be at first thought. 
Although each region has one 
predominating local language, 
and while the text of posters de- 
signed for the local market may 
need printing in three, if not four, 
languages, English is the lingua- 
franca, the use of which will 
spread as education progresses. 
In any event, the greater propor- 
tion of the sales burden of the 
poster on general display in 
Nigeria today is borne by the 
pictorial content; the text is 
limited to very few words. 


in Nigeria 


Posters for most displays are 
printed outside Nigeria (many of 
them in the UK) and imported 
ready for fixing. Already, how- 
ever, rapid strides are being made 
in the development of colour 
printing within the country. 

To end where we came in. 
Nigeria is at this time a country 
of development and opportunity. 
The figures given earlier show 
that the UK is still in the 
majority aboard the export band- 
wagon. But others are scram- 
bling on. Exporters to this 
competitive market who relied for 
sales on any traditional Common- 
wealth inclination towards British 
products would be very unwise. 

To maintain, let alone develop, 
our position, the employment is 
indicated of every suitable sales 
aid. Of these, advertising is one 
of the most important. Concern- 
ing its use | commend most 
warmly the  recently-published 
booklet on the promotion of 
exports, edited by Roger Falk 
and published by the Advertising 
Association, 


The PR man 


* . om 

in polities 
Professional Public Relations and 
Political Power, by Stanley Kelley, Jr., 
published by Johns Hopkins University 
Press, London, price 36s. 

LTHOUGH this book has 

been written from the 
standpoint of the public rela- 
tions man in the United States, 
practitioners of the profession 
over here will find it of immense 
interest. 

The main body of the book is 
composed of case 
recent political campaigns in 
which public relations men have 
played significant parts—and the 
contest now going on in America 
for the Presidency brings a 
special piquancy to it all. 

The author cites approvingly 
the observation that “public 
relations men and their close 
relatives, advertising men, have 
moved into politics in a big way” 
but he goes on to point out that 
the nature and extent of the 
movement varies considerably 
from case to case. 

In three campaigns he 
describes, the public relations 
men performed a_ variety of 
tasks; as producers of propaganda 
materials, as publicity 
fund raisers, as strategy consul- 
tants, and so on. But what of 
the future? This is Mr. Kelley's 
view about that: “Jt is*hard to 


see why the same trends which 
have brought the public relations 
man into political life will not 
also push him upward in political 
decision making.” 

And that is where the fun will 
really begin.—n. PF. 
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WHAT AGENTS WANT TO KNOW 


Department 
Stores 


The presence of a _ big 
department store is a sure 


sign of the quality of a 
shopping centre. 

No less than 63% of all 
the department stores in 


Middlesex are in the area 
covered by the newspapers 
of the Middlesex County 
Press, which serve more 
than a third of the county 
population, 


No better market — no 
better medium. Have you 
tried it? 
NET WEEKLY 
161,685 


SALES (ABC) 
per 57/6 s.c. in. 


Middlesex 
County 
Press 


The H.C.N. Group, with the largest 
Group circulation in Beds., Herts. 
and Bucks., forges ahead consist- 


ently. Here is dynamic growth, 
breaking all records. One more 
reason why you, too, should in- 
clude the H.C.N. Group in your 
next advertising campaign. 
GET THE FACTS TO-DAY FROM 
WILL KITCHEN Jnr. LTD. 


A.B.C. Net Sales Jan. june 140,285 


PER J TRADE 
$/COL ee FLAT 
INCH RATE 


Represented in London by 


WILL KITCHEN, jnr. LTD. 


HIGH STREET, UXBRIDGE 131 Fleet Street, E.C.4. Fleet St. 1960 
Head Office LUTON. Phone 5050 

Phone : UXBRIDGE 8383 Advertisement Manager: C. W. Gilder 

Ulster’s leading farming publication 


HUTCHINSON’S 


ILKESTON, 
DERBYSHIRE 


OFFER SPACE 
in well- 


established publications 
THE LADEN WAIN 


the journal of The Agricul- 
tural Club, Reading University 
(space strictly limited) 


REGIONAL HANDBOOKS 
of The 


COUNTRY LANDOWNERS 
ASSOCIATION 


a) covering Derbyshire, Lin- 
colnshire & Nottinghamshire. 


b) covering Warwickshire, 
Northamptonshire, Leicester- 
shire & Rutland, 


and various County Hand- 
books of County Federations 
of both Women’s Institutes 
and Young Farmers’ Clubs 


“FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


A.B.C. figures 


Jan. to June 1956 
MEMBER OF THE 
AUDIT BUREAU 


weeny 28,271 


Belfast Office: 
18 Donegall Square, East. Tel. Belfast 24397 


London Office : 
69 Fleet Street, E.C.4. Tel. FlEet St. 5453 


PADDINGTON 
ADVERTISING 


COMPANY 


37 SPRING STREET W.2. 


BLOW-UPS- 


YPE 
AUTON 4 


AUTOTYPE COMPANY LTD. 
Brownl . . Ealing 2691 
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FROZEN FOODS 


NO QUESTIO 
ABOUT IT... 


The use of Pioneer Sales Teams has become 
an almost indispensable factor to-the long-term succ 
of a marketing campaign. 
There are two ways in which we can be of help. First]. 
introducing a new product to a selected mark 
establishing it there. Secondly, by furthering the distrit 
sales of existing products. 
Our specialist services are unique. In addition to sup 
in a concentrated area, we offer the following EXTRA ser 
... free storage and insurance of clients’ goods whilst 
advertising material and a system of recording al 
Our success in this field is attributed not to claims; 
volume of repeat business with well-known man 
Ask your secretary to contact us; an estimate and prepa: 


ro 
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oe “™& can be reserved for you — free of 
4 promotion scheme. 
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...DISTRIBUTION PROBLEMS 
GAN BE SOLVED 
EFFECTIVELY ! 


success 


irstly, by 
narket and 
stribution and 


0 supplying sales personnel trained to obtain distribution 
A services: the full use of our modern delivery fleet 

yhilst in our care ...synchronised delivery of 

ng all information of value. 

ims; it is measured in terms of an ever-increasing 
manufacturers and advertising agents. 

reparatory scheme will be submitted without obligation. 


ot just a gimmick! These spaces on our vans 
e of charge — throughout any sales 


PIONEER SALES & SERVICES LTD. 


16a Sheringham Road, London, N.7 - Telephone: NORth 5094 
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All Clients make the best there is—that goes without saying. And some readers still believe 


in buying only the best—for their homes and their businesses. The 133,000* who buy 


The Listener are (we like to believe) knowledgeable, intelligent, well-informed, discerning 


people—like yourself of course! If your Client really makes the best, what are you waiting for? 
Put The Listener on the next schedule! 


* Audit Bureau of Circulations January —December 1955—133,601 
A BBC PUBLICATION 
All enquiries to: TOM HENN, Head of Advertisement Dept., 
BBC Publications, 35 Marylebone High St., London, W.1. 
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A Survey of the 


SERIOUS PRESS 


CAMA 1 AR A 


ever 


srowing market potential 


YES since the time when 
“this teeming of the press” 
(as Dr. Johnson once described 
it) started, there has existed in 
the United Kingdom a Serious 
Press, well informed, respon- 
sible, wide in its scope and 
influential. 

The section of the population 
for which it caters is often under- 
estimated in size. But the growing 
influence of the weeklies and 
other periodicals in this category 
can be well illustrated by the 
figures of the various classes of 
readers shown by the periodicals’ 
own research. And also by the 
maintenance of their own library 
services which provide reprints 
and printed indexes to the articles 
published during the year. 

The total circulation of the 
Serious Press is not known pre- 
cisely, but it has been estimated 
at between 650,000 and 700,000, 
although, in terms of reader- 
ship, the figure is substantially 
higher. 

With the introduction of these 
publications to a greater number 
of people, their spheres of influ- 
ence proportionately increase. 


Research into books 


However, this is not the only 
explanation for their growth, as 
the demand depends upon the 
existence of an_ ever-widening 
public seeking information on 
politics, art, letters and other sub- 
jects. An indication that this has 
happened—and is still happening 
—is provided by the figures of 
the changing output of books 
analysed according to their sub- 
ject matter. 

In 1955 the output of books 
dealing with art and architecture, 
poetry and drama, politics, re- 
ligion and theology, topography, 
trade, commerce and industry, 
was higher, and in some instances 
considerably higher, for each in- 
dividual group than that of 1937. 
The demand has arisen for a 


number of reasons. To begin 
with, in the highly complex world 
of today, industrial, managerial 
and government representatives 
need authoritative information ; 
they can no longer conduct their 
affairs in isolation from develop- 
ments in other piaces and spheres. 
In addition, the public demand is 
widening as a result of the exten- 
sion of higher education to a 
greater number of people both 
young and old. 

Today there are some 80,000 
university and university col- 
lege students—a great increase 
on former years—and other 
university colleges are already 
planned. And although adult 
education in this country has 
not advanced as those who 
believe in it would have wished, 
General Sir Ronald Adam, 
president of the National Insti- 
tute of Adult Education, dis- 
closed in a speech in March 
this year that the main adult 
educational organisations were 
providing for nearly 14 million 
students, compared with 
412,000 some 30 years ago. 
Moreover, he went on, they 

were awaiting the advent of the 
county colleges whose establish- 
ment would mean providing for 
some 500,000 adolescents daily. 

The greater interest in adult 
education is, in part, the result 
of more leisure time and the 
introduction to the Serious Press. 
through further education, can 
hardly fail to increase demand. 

A contributory factor has un- 
doubtedly been the programmes 
provided by radio and television. 
An excellent recent example was 
the stimulation of interest in 
early history and social condi- 
tions created by the BBC series 
on Roman Britain. 

It may be argued that the more 
lighthearted appeal of television 
has made severe inroads into the 
time devoted to the reading of 
serious publications, but the 
allegiance of this type of reader 


is unlikely to have been seduced. 
On balance, the evidence suggests 
that this section of the public has 
actually been augmented by the 
transmissions. 

A further factor working for 
the increase has been the de- 
velopment by industrial and 
commercial firms of house 
journals (of both the internal use 
and prestige types), designed in 
the interests of better com- 
munications in industrial and 
commercial life. 
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In fact, however, the prestige 
journals are now read by a far 
wider public at home and 
abroad, and the introduction of 
more serious subjects in in- 
ternal house journals has 
stimulated sufficient interest on 
the part of employees in some 
firms to lead to the establish- 
ment of non-fiction libraries 
providing books and maga- 
zines of a serious nature as a 
permanent amenity. 

To sum up. From the point 
of view of the advertiser, the 
Serious Press is of great impor- 
tance. The public it caters for 
has great influence both in day- 
to-day and long-term affairs; it 
is a public which requires factual 
information and well-informed 
comment—and whose loyalty, 
once given, is unlikely to be 
withdrawn. 


Publications that enjoy 
many readers per copy 


Information contained in this media survey has been provided 
by the publishers. All the indications are that the Serious Press 
is in a very healthy condition. 


EOPLE who seek a more 
than superficial view of 
world and cultural affairs have 
no lack of suitable journals in 
the United Kingdom. 

And they all seem to be thriv- 
ing. Indeed it is doubtful whether 
at any previous time this range 
of journals which, for the sake 
of easy definition can be styled 
the “Serious Press,” was of such 
public significance—and becoming 
more so. 

The publishers of the Cornhill 
Magazine. John Murray (Pub- 
lishers) Ltd., give as their main 
reason for a ‘belief in the ever- 
increasing importance and social 
value of the Serious Press “the 
threat to all values which lies in 
the vulgar determination of every- 
body with anything to sell— 
whether a product or a person- 
ality—to associate them with 
gimmicks, jingles and general 
babyish clap-trap, which years 
ago were designed solely to amuse 
the nurseries.” 

There is too much of a ten- 


dency, they go on, “to reduce 
culture and esthetics to common 
denominators. You cannot do it! 
The newspaper boys will have 
their spotlights on Marilyn Mon 
roe and everyone will stare, but 
tha’ is not quite the same thing 
as saving a feel for beauty or for 
knowing the seriousness of the 
Suez situation in spite of the 
headlines.” 


Middle and upper class, “£750 
a year and upwards,” are defined 
as the readers of the Cornhill 
Magazine, which has an estimated 
readership of three per copy and 
a circulation of about 4,000. 


Top place among the circula- 
tion figures for the serious week- 
lies is held by the Listener, pub- 
lished by the British Broadcasting 
Corporation- “a unique position 
in British publishing. The ABC 
weekly net sales for January to 
December, 1955, were 133,601. 
For January to June, 1956, the 
figures were 125,361: for July 


@ Continued on page 30 
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THE SERIOUS PRESS 


Journals that appeal to high level 


income readers who spend with care 


to December, 1955, they were 
127,450. 


This publication has a repu- 
tation for the high standard of 
its contents and the authority 
of its contributors. It can draw 
upon the whole wide range of 
the talks broadcast by the BBC 
and so it provides a_back- 
ground to current afiairs which 
is as up-to-the-minute as the 
BBC News and as impartial as 
the BBC itself, 


It appeals to the sort of person 
who takes note of facts and of 
experts’ comments, and_ then 
makes up his own mind and 
takes his own decision. Such 
people are to be found in busi- 
ness and the professions: they 
are themselves of recognised 
standing in their own fields, and 
they are ready to cross swords in 
the Listener's correspondence 
columns to supplement or chal- 
lenge anything in the editorial 
pages. 


Range of advertisers 


Discriminating in the spending 
of their own and other people's 
money, these readers form a 
sound body of people. Among 
advertisers who regularly seek 
their attention are big industria! 
and commercial organisations 
seeking their goodwill; banks, 
building societies and insurance 
offices seeking their investments: 
publishers of books and maga- 
zines seeking their readership: 
and suppliers of services for 
office and home, for business and 
pleasure. During the past year 
the Listener's advertisement 
pages have been made available 
for company reports. 

In short, the advertising in the 
Listener reflects the variety of its 
contents and the breadth of its 
readers’ interests. There are no 
special advertisement features 
except that in the well-established 
quarterly book numbers there 
are always additional announce- 
ments by book publishers. 

And by the way, if anyone says 
the BBC cannot take criticism, 
he should turn to the weekly fea- 
ture “Critic on the Hearth” 
where independent contributors 
express their views on sound and 
television programmes with no 
punches pulled. 


Middle East interest 


The increased prestige which 
the Jewish Observer and Middl 
East Review has steadily gained 
for the past few years has caused 
many seeking background infor- 
mation on the Suez crisis to turn 
to its pages. The journal’s latest 
ABC figure shows an increase to 


15,877. The readership is approxi- 
mately about 40,000 and is com- 
prised of business and profes- 
sional people, government 
officials, embassy staffs and others 
interested in the State of Israel 
and in the affairs of the Middle 
East. 

More than 60 national adver- 
tisers whose products are of 
especial interest to Jewish people 
are using display advertisement 
space while the paper is increas- 
ingly being used for annual com- 
pany reports. 


Developments in Asia 


The increasing influence of 
Asia on world policies is one of 
the most significant factors of cur- 
rent international affairs and the 
monthly Eastern World has the 
task of interpreting developments 
to its rising readership. Circula- 
tion a year ago was 13,450 and 
today it is 14,600—and about 80 
per cent of it goes abroad. 


In South-East Asia and the Far 
East the journal is subscribed to 
by government offices and indivi- 
dual government officials, includ- 
ing those who are responsible for 
the economic development of 
their countries, as well as by lead- 
ing businessmen, libraries and 
those personalities who are inter- 
ested in political, economic and 
cultural relations between their 
countries and other countries of 
Asia and countries of other 
regions. In the West, executives 
of firms interested in trade with 
Asian countries, as well as organi- 


sations and individuals interested 
in Asian affairs subscribe to it. 

The magazine Overseas, with a 
circulation of some 47,500, goes 
to members of the Overseas 
League, the great majority of 
whom are drawn from the ranks 
of the upper middle class. For 
the convenience of advertisers 
there is a home and export 
edition. Shipping lines, travel 
agencies, car hire companies, air 
lines and charities are prominent 
advertisers. 

This month sees Onward en- 
tirely redressed and reinvigorated 
as a political magazine with 
general reader interest. Published 
by the Conservative and Unionist 
Central- Office, the circulation 
during the last six months has 
stood at about 30,000 a month, 
with the readership mainly among 
those interested in the Conserva- 
tive Party. 


For bright week-ends 


The week-end scene for a great 
many people in this country (and 
a growing number abroad) would 
indeed seem bleak without the 
New Statesman and Nation. 

The average weekly net sale in 
January-June of this year was 
72.989 (ABC), as compared with 
69,162 for July-December, 1955, 
and 74,206 for the six months 
before that. As in previous 
years, the paper's net sale is sub- 
stantially higher than that of any 
comparable political and literary 
weekly. 

The total readership has been 


Collapsible display boosts travel 


“ALL” . 
— HOLipave/ 
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This display to advertise travel by British European Airways collapses 
down to lie flat in boxes. The design was by W. Szomanski and the 
unit is being circulated to travel agents. 
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estimated by the publishers at not 
less than 350,000, although it has 
been independently estimated as 
high as half a million. 

As to who reads the journal, 
those who control its destiny 
have lately had their own assess- 
ment of the type of people who 
buy it strikingly confirmed by a 
survey produced with the help of 
Mark Abrams and Research Ser- 
vices Ltd. Recently published as 
@ pamphlet under the title 
New Statesmanship, this survey 
analyses the first 9,000 replies 
sent in by readers to a two-page 
questionnaire which appeared in 
an issue last year. And the find- 
ings support the contention that 
the readers are mainly of the 
professional and business classes. 


Quality of readers 


The survey also gives other 
data not previously available. 
For example, it shows that 
nearly half of the readers are 
university trained, that 12 per 
cent hold public office, that 
nearly half of them are motorists 
and that two-thirds travel abroad. 
It shows that the readers’ daily 
paper reading is headed by the 
News Chronicle, the Manchester 
Guardian and The Times (in that 
order) and gives valuable data 
on their spare time interests, 
which are headed by music, 
drama and the arts. The survey 
has been widely distributed, but 
further complimentary copies are 
still available to advertisers and 
their agents. 

Some 17 per cent of the circu- 
lation is overseas and regular 
subscribers are to be found 
throughout the world, but par- 
ticularly in the Commonwealth 
and the United States. They 
include leading businessmen, 
diplomats, government officials 
and universities. 

Prestige and sales campaigns 
for many large industrial con- 
cerns, as well as company meeting 
reports and advertising for banks, 
building societies, insurance com- 
panies, etc., appear in the New 
Statesman and Nation, which 
also carries quality consumption 
advertising for a wide variety of 
products and services. More- 
over, it is one of the most widely 
used media for publishers’ adver- 
tising and carries the announce- 
ments of all the leading houses. 

In addition to the special 
books numbers, of which there 
are six every year, there is a 
special “Travel” number in Feb- 
ruary which is supported by the 
display advertising of many trave! 
agencies, air, rail and shipping 
lines, national tourist organisa- 
tions, etc. 


Entertaining the professions 


For nearly 140 years Black- 
wood's Magazine has provided 
thoughtful and entertaining read- 
ing matter for the professional 
classes—not highbrow and yet 
not cheap or sensational. The 
formula has been and is now, 
good well-written and interesting 
stories and comments on current 
affairs. 

@ Continued on page 32 
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The double life of an 
INVESTORS CHRONICLE reader 


In his business life he’s But don’t ignore his 


responsible for the spending personal life. He’s ‘top’ 
of his firm’s money for prospect for those with 
office and factory equipment. expensive dreams to sell. 


ABC 


net sale Jan.-June, 1956 


7 out of 10 readers of the 26,779 


The only financial weekly 
with an ABC sales figure» 


INVESTORS’ CHRONICLE 


are directors or key executives in commerce, industry and finance 
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THE SERIOUS PRESS 


newspapers and periodicals are 


Journals that are read apt to overlook the steady 


gains registered by serious 
newspapers and journals over 
last 15 or 20 years In 


carefu lly at week-ends on today we have a higher 


The ABC figure for January 
to June this year was 17,077 
copies per month. This is up by 
some 700 copies per month com- 
pared with the previous six 
months and is about the same as 
the comparable part of 1955. 

The publishers estimate the 
readership to be six times that of 
the circulation figure. The 
magazine is taken by most lead- 
ing clubs and most naval ward- 
rooms, and Army and RAF 
messes. It is read by an impor- 
tant band of the active and retired 
professional classes and _ their 
wives. The overseas circulation 
is approximately one-third of the 
total and readership in the 
United States of America is in- 
creasing considerably. 


Concern with arts 


In the case of the Journal of 
the Royal Society of Arts, it is 
circulated to its members and 
subscribers every fortnight. The 
average figure over the last six 
months is 6,500 per issue, repre- 
senting a slight increase over the 
same period for last year. 

The objects of the Society being 
the encouragement of arts, manu- 
factures and commerce, its mem- 
bership is composed of industrial- 
ists, business men, scientists, en- 
gineers, artists, architects—in fact 
representatives of every profession 
and trade who have made some 
mark in their own particular 
sphere of work. Approximately 
one quarter of the Fellows of the 
Society are resident abroad. 


Guest scheme influence 


The circulation of Time & Tide 
has increased by 37 per cent over 
the past 12 months, partly as a 
result of a guest reader scheme 
operated through newsagents by 
which three free copies are 
offered to prospective readers. 

The readership per copy on 
average is above six and the 
readership categories have been 
given as: company directors, 
business executives, doctors and 
surgeons, serving and retired 
officers, civil servants, authors. 
lawyers, artists, actors, school 
teachers, politicians, bishops and 
priests of all denominations. 
Many of the younger readers first 
take the paper while at the 
university and continue the habit 
in later life. 

Nearly 100 per cent of Time & 
Tide's readers fall within the 
Hulton A and B income groups 
and into the Institute of Practi- 
tioners in Advertising categories 
of upper and upper middle classes 
for income and social status. The 
paper has a thriving overseas cir- 
culation, particularly throughou; 
the Commonwealth, for which an 
air mail edition is produced. 
Advertisements carried include 


standard of education than 
ever and more students are 
studying at universities and 
technical colleges than at any 
time in the past. Much of the 
emphasis today is on_ the 
sciences, but no man or woman 
can live on science alone and it 
is gradually becoming apparent 
that the technician of the mid- 


prestige announcements of lead- 
ing industrial concerns, banks, in- 
surance, building societies, pub- 
lishers, travel, finance, company 
meetings and classifieds. 

Characterised by strong British- 
American sympathies, the reader- 
ship of the English-Speaking 
World has been estimated by the 20th century is turning to the 
English-Speaking Union of the ‘Serious Press’ to complete 
Commonwealth at three per copy. his education in the wider 
Sent by mail to every member, fields of the arts and literature 
something like 160,000 people get and to gain a more social 
it each month—about 21,090 of balance in his knowledge. This 
them in the United States. tendency is likely to grow over 

Predominantly, but not entirely, the years.” 
professors and teachers of history According to the last ABC 
in schools and universities make figures, the Supplement’s circula- 
up the readers of History, which tion stands at 43,378 copies a 
has a circulation of some 7,000. week. Some 16,000 copies are 
Advertisers include bookshops, sold abroad. 
libraries, manufacturers of film 
strips and microfilms. 

The circulation of the Geogra- 
phical Magazine stands at around 
51,350. In April the ownership 
changed. The trustees of the 
magazine acquired the whole of 
the shares held since it was previous half year recorded by 
founded by Chatto & Windus the January-June figure of 40,334. 
Ltd., hitherto the major share- The readership is about 5-6 
holders. people per copy and one of the 

In the view of the publishers most significant facts about those 
of The Times Literary Supple- who read this weekly is that 47 
ment, the ever increasing value per cent of them are executives 
of the “Serious Press” lies in the in their particular sphere. 
fact that it is meeting a percep- Close on 10 per cent are 
tibly growing demand: teachers, while the largest (11.4 

“People who point to the per cent) single readership 
popularity of mass circulation classification covers chairmen- 


Significant increase 


The standing of the Spectator 
in the Serious Press field is verv 
high and there has been a six per 
cent net sale (ABC) rise over the 


— poster shows the pee 


QD «FOR PLEASURE SAILINGS AMIDST MAGNIFICENT SCENERY 


————— 


The Scottish Region has produced a new quad royal panoramic map 
poster of the Firth of Clyde and Loch Lomond in colour to indicate 
the area covered by their various pleasure sailings and excursions. 
This new poster replaces a larger poster of a similar kind which was 
produced some years ago and has been very popular with the public. 
The smaller size of poster gives opportunity for a greater display 
throughout Great Britain. 
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partners-directors. As regards 
income brackets the percentages 
can be expressed as follows: 


£3,000 or more 35.4 
£2,000-£3,000 21.8 
£1,000-£2,000 . 26.0 
Under £1,000 16.8 


As many as 72 per cent own 
motor-cars, more than one cal 
being owned by 10.8 per cent. 

Apart from the use of 
double-spread pages at the 
centre, there have been no 
significant changes in advertise- 
ment facilities during the past 
year. However, next January 
will see an increase in page 
sizes to give advertisers 12} per 
cent more space at no extra 
charge. Additionally, there 
will be some new spaces 
available. 


Held their own 

Increased display advertising 
(particularly of books and 
general products) has been the 
way of things with Truth this 
past year and although the circu- 
lation is not disclosed, the pub- 
lishers claim that they have more 
than held their own.  Further- 
more, they write, read chiefly at 
week-ends, each copy is seen by 
at least six men and women in 
families belonging to the Hulton 
“A” and “B” income groups. 

These readers are industrialists, 
company chairmen and directors, 
men in top management, profes- 
sional men and women, poli- 
ticians and _ politically active 
people (in the Conservative Party 
especially) throughout Britain, 
high officers in the trade union 
movement and an_ increasing 
number of young men and 
women at or from the universi- 
ties. The paper circulates in all 
the leading clubs and has sub 
scribers in 40 overseas countries 


Greater advertising scope 


The advertising now carried by 
the journal, compared with two 
or even one year ago, reflects the 
awareness of the expanding 
scope. activitity and interest of 
the editorial pages. The old rigid 
conventions about “proper” sub 
ject matter for the serious weekly 
have been broken down. Special 
advertisement features are four 
book numbers a year and com- 
ment on more than 700 com 
panies in the past year in the City 
columns (which have had a face 
lift to bring them into line with 
the modern, attractive layout and 
format of the rest of the paper). 
There is a regular half page of 
classified advertisements. 

The current circulation of the 
monthly Literary Guide is 
approximately 4,000 and is 
slightly up on last year. Over- 
seas circulation is between 10 and 
15 per cent of the total. 


There is no substitute for 


THE ENGLISH-SPEAKING WORLD 


—the magazine with quality U.K. 
—Overseas Commonweaith—U.S. 
circulation, 53,450 (audited). Page 
rate £50. Specimen copy and details 
from C. M. Saaler, | Stratford Place, 
Oxford Street, W.1. MAY. 2289. 
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LITERARY SUPPLEMENT 


Publishers choose The Times Literary Supplement to 


PMN es 


advertise their books to the world because they 
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The Times Literary Supplement for news and reviews 
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TIME & TIDE is the ideal medium 


for advertisers who wish to appeal directly and economi- 


cally to a selective market of people of influence and dis- TIME & TIDE 
CHRISTMAS NUMBER 


crimination, 
Publishing date December 1st 
Although noted for prestige advertising Time & Tide is priced at 2/- it will take the place of the 
usual od. weekly issue. 

It will contdin a CHILDREN'S SUP- 
tising and the renewal of such bookings indicates the PLEMENT. 


being increasingly used for direct sales and product adver- 


: ’ 1 . The print order will be increased. 
journal’s rea! pulling power. 


Advertisement rates are as normal. 


If you want special positions it’s advisable to ring BOOK SPACE NOW! 


MUSEUM 3866 as early as possible. 


TIME & TIDE — ree" 
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RITAIN’S trumpet is going 
to be blown in a very big 
way by the Federation of 
British Industries at the Brus- 
sels International Exhibition 
which is scheduled for April- 
October, 1958. 

The exhibition will be the first 
of its kind since the war, and will 
occupy nearly 500 acres on the 
outskirts of Brussels. Some 50 
nations will be taking part. The 
British site—of about five acres— 
will consist of two _ separate 
sections : 

@A government pavilion. 

@ An industrial section com- 

prising a pavilion and sup- 

porting features. 

The industrial section is the 
responsibility of the FBI, through 
its subsidiary company, British 
Overseas Fairs Ltd. This section 
will be composed of three main 
units. The first will be the 
pavilion itself with a large upper 
floor. It will include a large self- 
service store .and administrative 
offices, with approximately 
100,000 square feet of exhibi- 
tion space. Thematic displays 
will cover all aspects of British 
industry, beginning with raw 
materials and ending with con- 
sumer goods. 

The second unit will consist of 
a paved area with trees and land- 
scaping, including a number of 
shops where selected consumer 
goods can be bought and provid- 
ing an attractive promenade for 
visitors. Part of this area will be 
a contemporary British inn with 


Big display of UK goods 
planned for 1958 show 


ample outdoor space for refresh- 
ments and a lounge. This area 
will be linked by a covered way 
with the British government pavi- 
lion and will also connect with 
the entrance to the industrial 
pavilion—which will contain a 
small historical display showing 
the part played by industry in the 
development of scientific dis- 
coveries. 

A feature of this area will be 

a large pool lit at night with a 

specially designed vertical 

feature in the form of a tele- 
vision mast which will serve 
television displays inside. 

The third unit adjoining the 
main exhibition building to the 
south is to be a cinema seating 
250-300 people with changing 
rooms, stage, exhibitors’ club and 
a bar with an attractive courtyard 
garden. The cinema will be fully 
equipped for standard film pro- 
jection to show both British trade 
and feature films and will be sur- 
rounded by a wide enclosed pro- 
menade which will be used for 
exhibition purposes. In addition 
to the film shows the cinema will 
be available for fashion displays, 
demonstrations and lectures. 

The whole of the site will be 


FOGYS Ob) 
BELGIUM 


laid out with gardens and paths, 
existing trees will be preserved, 
new trees and shrubs planted and 
formal gardens laid out. Build- 
ings and gardens will be flood-lit 
at night and special illumination 
will be designed for the industrial 
pavilion, so that it forms a vast 
shop window which can be 
viewed after the building is 
closed in the evening, when the 
exhibition grounds remain open 
to visitors. The shops, inn and 
cinema will remain open during 
the evening and wil! undoubtedly 
become a popular meeting place. 
The buildings have been de- 
signed to utilise British 
materials and building tech- 
niques and to exploit new 
building materials wherever 
possible. Considerable use will 
be made of lighting and colour. 
Speaking of the plans for the 
government pavilion in London 
recently, Sir John Balfour, United 
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Kingdom Commissioner-General 
for the exhibition, pointed out 
that one exhibit will be a realistic 


diorama of the new atomic 
reactor at Dounreay to “serve as 
a sharp reminder that Britain is 
no back number content to live 
on her past glories but a country 
in the van of modern progress, 
and will be a foretaste of the 
more elaborate display in the 
industrial pavilion by the Atomic 
Energy Authority and by private 
firms. -This evidence of British 
enterprise and vitality will be 
reinforced by other displays. 


Advances in television 


“They will probably include 
such striking achievements as the 
Jodrell Bank Experimental 
Station, the latest developments 
in the use of television for remote 
inspection and the work that is 
now being done in aerodynamics. 
metallurgy and the harnessing of 
the atom.” 


In one section of the pavilion 
the latest technical devices will 
be used to give typical illustra- 
tions of the British people at 
work and at play: another sec- 
tion will dwell upon the immense 
contribution which they have 
made to the development of free 
institutions throughout the world 
Visitors to the government 
pavilion will be given an idea of 
what the UK is doing in such 
matters as interior decoration, the 
building of new schools and of 
workers’ homes and of town 
planning. 


Come and see us at work : 
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AD MAN’S BOOKSHELF 


Advertising could offer 
a range of new hopes 


“We are scarcely at the beginning of what advertising may yet do 
in helping to modify the cruder habits of mankind, in bringing men 


together for common consiructive purposes, 


in dissipating - the 


ignorance, the prejudices and the distrusts which separate us from 
one another, and generally in building a saner and more civilised 


society.” 

That is the invigorating mes- 
sage contained in Ashley Havin- 
den’s important book, Advertis- 
ing and the Artist (Studio Ltd., 
price 7s. 6d.), which was 
published last week for the 
Advertising Association. 

Its author—known to all in 
advertising as simply “Ashley”— 
is well-qualified to write such a 
work. A_ director of S. 
Crawford Ltd., he is one of 
Britain’s leading industrial de- 
signers—his work during the past 


25 years gaining for him an 
international reputation second 
to none, 


“It is high time,” he says, “that 
false legend should be killed— 
that advertising is bound to be 


conscienceless propaganda, and 
damaging to culture and true 
values. 


“This is no more true than that 
the aeroplane and nuclear fission 
are bound to be devoted to the 
annihilation of mankind. They 
could be, but it is our business 
as civilised people to see that 
they are not.” 


The place of the artist 


What is the place of the artist 
in advertising, and how can he 
be encouraged to help “advances 
on the cultural front” and pro- 
mote advertising’s further pro- 
gress toward its goal of an 
accepted national profession 
with a code reflecting integrity 
and responsibility of a high 
order? 

“In the last resort,” says 
Ashley, “the standards of a pro- 
fession can never be higher than 
those of the men who make it 
their vocation. 

“Advertising in the past has 
attracted great artists and top-line 
talent of many kinds, but it has 
not always retained their services. 
It will do so only if the advertis- 
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| human affairs, it usually is. 


ing agent . . . and the advertiser 
... gives the artist the scope and 
encouraging climate of work that 
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Argentina, Bahamas, Barbados, Brazil, Canada, 
Chile, Columbia, Cuba, Cyprus, Denmark, 
Dominican Republic, El Salvador, Finland, The 
Gold Coast (Ghana), Holland, Honduras, Jamaica, 
Kenya, Mexico, Nicaragua, Norway, Nigeria, 


| Panama, Paraguay, Peru, Rhodesia and Nyasaland, 


| 


first-class talent needs and has a | 


right to expect from a discerning 
user of design.” 

There is no doubt, he says, that 
the “climate” in which the artist 
works in advertising is getting 
more congenial and that the old 
view—that the artist in advertis- 
ing is no better than a hack in a 
second-rate career—is already out 
of date. 


Adjustments required 


Ashley contends that adver- 
tising calls for “adjustments” 
from the artist himself—though 
these “do not include, as is some- 
times thought, the acquisition of 
a hardened spirit and a pliable 
conscience, or debasement to the 
level of the prostitute. . . . The 
artist's integrity is the essence of 
his true value to advertising, and 
therefore to the firm on whose 
advertising he is employed.” 


But the artist (and within the 
term he includes writers, typo- 
graphers and craftsmen in design 
of any kind), believes Ashley, 
must learn to fit in within a busi- 
ness team governed by the iron 
discipline of results. 

“It can,” he says, “be a stimu- 
lating discipline, adding ‘edge’ to 
talent and directing it with preci- 
sion and power to sharply defined 
ends. Above all, it is based on 
the reactions of other people, 
ordinary people, to the artist’s 
work. There is no room in it for 
self-deception.” 


Prove through results 


How important a part can 
advertising play in the future? 

Says Ashley: “A society in 
which advertising was developed 
fully as a responsible vehicle for 
creative genius would offer man- 
kind a whole range of new 
hopes. .. . 


“Progress be In 
But 
it can be speeded up. It rests, 
very largely, with the artist in 
advertising tu set the pace. 


may slow. 


“This he will do less by argu- 
ment, than by adding to the band 
of those who prove, through the 
practical test of results achieved, 
that advertising is more effective 


in building and keeping goodwill, | 


prestige and sales, when its stan- 
dards are as high as original 


design, keen intelligence, honest | 


statement, good humour and 
good manners can make them.” 
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ADVERTISER’S WEEKLY 


AD MAN’S 
BOOK SHELF 


Survey of 
UK market 


research 


HIS book* is to be wel- 
comed with open arms— 
more especially for the reason 
given in the foreword: “Very 
few books have been published 
in this country on market 
research,” 

An oasis in this arid desert to 
which attention is drawn, how- 
ever, is the noticeable increase 
in the number of serious articles 
on aspects of the subject which 


journals. That ADVERTISER'S 
EEKLY is one of these journals 
is tacitly acknowledged by the 
fact that a quotation from a con- 
tributor reviewing the growth of 
market research in this country 
appears in the introduction. 
Market research has many 


provides suitable examples) but 
when used for commercial pur- 
poses it is viewed by the manu- 
facturer, not only as an aid for 
defining the current size and 
characteristics of his own par- 
ticular market, but as a method, 


helping him to assess his future 
market. 


Theory criticised 


There must always be a point 
beyond which an advisory tech- 
nique cannot go and where there 
is no substitute for judgment. 
While realistic, the comment that 
the use of more advanced tech- 


as highly 
theoretical and unrelated to fact, 
suggests that practitioners in 
market research are not alto- 
gether convinced that attempts 
to deal with estimates of future 
demand are worthwhile. 

This book consists of a selec- 
tion of papers, previously pub- 
lished in technical journals or 
read to technical societies. All 
the authors stand in high repute 
in British market research circles. 
The selections have been made 
by officers of the British Market 
Research Bureau Ltd.,_ with 
Frederick Edwards as editor, and 
their introduction to the various 
studies is a model of lucid argu- 
ment and explanation. 

Moreover, it is a tribute to 
their wisdom as selectors that the 
book should begin with a reprint 
of the inaugural lecture delivered 


@ Continued on page 37 


lished by the British Market Research 
Bureau, price 35s. 


have been published in various | 


branches (of which this book | 


albeit still with imperfections, of | 


*® Readings in Market Research, pub- 
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BOOKSHELF ~ continued 


| by Professor Kendall on his ap- 


pointment as Professor of Statis- 
tics in London University. The 
words spoken at that lecture, 
“You will not wonder that the 
Statistician who contemplates his 
subject as a whole, who traces an 
idea or a method continuously 
from one end of science to the 
other, occasionally feels as if 
there lies beneath his hand some- 
thing of «the basic fabric of 
rational thought,” have, it 
appears, with only a rare lapse, 
influenced the pattern which has 
been followed by the authors of 


| the various papers in their admir- 


; ment 


able expositions of the different 
aspects of market research. 


There follows a detailed des- 
cription of sampling methods in 
general and, in particular, the use 
of the Register of Electors as a 
source of information from which 
random samples can be selected. 
Both papers were contributed by 
research officers of the Govern- 
Social Survey, as was also 


the section entitled “The Propor- 
| tion of Jurors as an Index of the 
| Economic Status of a District.” 


| 


Continuous operation 


Writing from “The User's 
Point of View,” R. N. Wads- 
worth, of Cadbury Brothers Ltd., 
states his conviction that market 
research should be carried out as 
far as possible on a continuous 
basis. He comments on _ the 
practical difficulties of testing 
the effectiveness of sales cam- 
paigns and of evaluating the 
results. The note that he main- 
tains throughout his paper is one 
of reasoned caution. He empha- 
sises the need for checking 
quantitative results against other 
available data before reporting 
and he concludes with a reitera- 
tion of his theme in favour of 
continuing surveys: 


“The rule, therefore, in 
applying market research is to 
be prepared to find and accept 
the limitations of the technique 
and once having found a tech- 
nique appropriate to a particu- 
lar problem or problems, to 
use it regularly on a con- 
tinuous basis so that you are 
able to make your measure- 
ments through time.” 


It is pleasing to see that the 
excellent comparative study of 
Readership Surveys published in 
1954 by the Market Research 
Society has been included. 


Interest in the examination by 
J. A. P. Treasure, senior research 
executive of British Market Re- 


| search Bureau Ltd., of retail audit 
| research is immediately awakened 


by his claim in the first sentence 
that this type of research now 
accounts for a large proportion 
of total expenditure on market 
research in this country. 


It is a minor quibble, but 
the “large proportion” could 
be one third, one half or three 
@ Continued on page 38 
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AD MAN’S 
BOOKSHELF —continued 


quarters of total expenditure, 
and the reader, having paid his 
penny, can take his choice 
without any further guidance 
from the author. A large pro- 
portion of this reviewer's time 
is used striking matches to 
light a pipe, but relative to 
other activities, the time taken 
is small. It would be interest- 
ing and desirable to see an 
authoritative statement of this 
kind expressed in more precise 
terms. 


The paper covers both the 
theory and the operation of retail 
audit research, and takes care at 
the beginning to point out that it 
cannot be employed for all prob- 
lems. Moreover, attention is 
drawn to the difficulties of carry- 
ing out an audit in all the shops 
on the panel at one particular 
point of time, which, for the 
results to show or even reflect 
accurate sales or stock positions, 
is ideally essential. 


To spread the audit over 10 
days which could include the 
Easter holiday for, say, one fifth 
of the shops introduces a factor 
not present in the sales and stock 
figures of the remaining four- 
fifths. There, the figures from the 
following audit will compensate 
in so far as the sales of that one- 
fifth will exclude the Easter trade. 
But the manufacturer working 
on monthly results must take this 
“spread-over” into account. 


Possible distortion 


Again, to regard the spread as 
unfortunate is not all—and it is 
either avoidable or unavoidable 
rather than more or less unavoid- 
able. It can be avoided at a 
higher cost. But if the manufac- 
turer does not wish to pay the 
full cost, it cannot be avoided, 
and one should be aware of the 
distortion. 


The selection of the sample 
is explained clearly, although 
the part dealing with the use of 
retail audit research to measure 
the effect of experiments (for ex- 
ample, coupon schemes, a new 
cinema advertisement, or a new 
type of product) could be ex- 
panded and reference might have 
been made to the alternative 
method. To find two areas simi- 
lar in all their attributes and, 
moreover, for the conditions 
ruling at the beginning of the 
audit to remain unchanged over 
a period of time, is as likely as a 
five-shilling reduction in the stan- 
dard rate of income tax next 
April. 


A member of the Oxford Uni 
versity Institute of Statistics, 
H. F. Lydall, whose work in con- 


nection with the Savings Survey | 


has already become known to 
those interested in market re- 
search through the Institute's 
Bulletin, bats last but by no 
means least for the “visitcrs.”’ 


The account of how the infor- 
@ Continued on page 39 
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mation was collected, recorded 


| and processed, has been influ- 


enced, one feels, by the opinion 
expressed at the beginning that 
“few, if any, economic statistics 
are entirely reliable.” Hence, the 
more that is known concerning 
the origin of those published, the 
better is the knowledge of the 
user concerning the importance 
he can attach to them. 


The paper is a straightforward 
account of the operation in which 
reference to many difficulties 


@ | (which one suspects were encoun- 


| that 

’| figures presented in the Savings 

= | Survey are those beyond human 
| power to exclude. 


conspicuously 
| histories of consumer surveys. 
| The lack of adequate literature 
| in most of these fields is be- 
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tered and overcome) has been 
modestly omitted. It can only 
be concluded, after reading it, 
any unreliability in the 


Observations on motivation 
research are limited to the intro- 
duction. Relatively little has 
been written about questionnaire 
construction, and the book is 
lacking in case 


moaned by the selection com- 
mittee, who also point out the 
difficulties created in choice of 
material by the fact that clients 
commissioning surveys naturally 
insist on the confidential nature 


| of the results. 


Generally, this is an admirable 
thought and 
experience in post war British 
market research, of interest and 
practical value to its three most 


| probable classes of readers—the 


layman executive who may be 
called upon to consider and 
implement the research findings; 
the research practitioner, and the 
market research student.—w. A. 
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THE GRAPHIC ARTS 


—a weekly news survey 


F & S entering 
small-offset 
market 


Faber & Schleicher, manufac- 
turers of Roland Offset Presses, 
have entered the small-offset field 
with a machine which they claim 
surpasses all other litho presses 
of comparable size in both per- 
formance and quality. 

The new press is known as the 
Favorit, although its provisional 
prototype which appeared at 
IPEX last year bore the name 
Automat. Its maximum sheet- 
size is 18 in. by 24 in. and the 
running speed is given as 7,600 
1.p.h. 

Many ot the features of larger. 
top-quality machines have been 
incorporated. There is a Mabeg 
stream feeder in which sheets are 
separated from the rear edge of 
the pile. Swing-lay pre-grippers 
take the sheets from the feed- 
board and pass them to the 
impression cylinder. A new 
Roland design involving the 
return movement of the pre- 
grippers in a lifted position has 
been introduced. 

Orthodox litho plates and foils 
can be used and both can be 
clamped in quickly. Plates can 
be fastened to the clamping bars 
away from the machine and then 
quickly locked to the plate 


New machines 


An office printing machine 
which handles sheets up to 174 
by 254 in. at a maximum speed 
of 4,500 i.p.h. is one of the latest 
developments in printing 
machinery mentioned in Printing 
Abstracts, published by Printing, 
Packaging & Allied Trades Re- 
search Association. Stream feed- 
ing, inking and damping are all 
fully automatic and two paper 
feed trays make it possible to re- 
load and stack while the machine 
is in operation. 

Many other advaaces in print- 
ing machinery are reported. For 
instance, there is news of a web- 
fed offset press capable of pro- 
ducing up to 25,000 i.p.h.—two 
colours on one side of the sheet 
or one colour on each side. 
Paper is fed from reels from 8 to 
174 in. wide and delivered in cut 
sheets 114 in. long and as wide 
as the web used. 

Information is also given about 
offset gravure presses: an electro- 
magnetic device providing accur- 
ate detection of the slight varia- 
tions which oecur with automatic 
sheet feeders, electronic engravers 
for producing colour corrected 
printing plates and a new lock-up 
bar for use on proof presses. 


The ‘Favorit’, which stands just 
over 5 feet high and weighs a little 
under 24 tons. 


cylinder. No tools are needed 
to set the cylinders. 

Inking and damping rollers 
run on bearers of a new design 
which, the makers claim, facili- 
tates adjustment and leads to 
better inking and more even 
damping. 

The new machine is being sold 
in Britain by Price, Service & 
Co., Ltd. They point out that 
the Roland Favorit should not 
be considered as an office-type 
machine. Its extremely high out- 
put, the quality of its printing 
and its fine construction make it 
comparable, they say. with the 
Roland Ultra, Parva and Rekord 
presses in every respect except 
size 


and equipment 


On composing machines one of 
the most interesting items is an 
office composing unit with which 
justified copy can be prepared. 
One keyboarding on the recorder 
produces a visible proof and a 
punched paper tape complete 
with justification codes for justify- 
ing the right hand margin. The 
tape is inserted in the reproducer 
which reads the tape, and sets 
clean uniform copy automatically 
at the rate of 100 words per 
minute, on proof paper or 
directly on paper masters. Units 
are available for point sizes from 
8 to 14. 


New general manager 


at Parsons Fletcher 


C. L. Jones has been appointed 
general manager of Parsons 
Fletcher & Co., Ltd., printing ink 
manufacturers, of London, Man- 
chester and Harefield. Previously 
assistant manager to H. R. 
Burton, director and general 
manager, who has resigned from 
the company, Mr. Jones will 
continue to operate, in his new 

city, from the Fleet Street 
ces of the company. 
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NEWS FROM FRANCE 


More money to be spent 
on promoting exports 


France is to spend more money on promoting ex 


By Mostyn Mowbray 


port business. The 


Centre National du Commerce Extérieur has had its budget increased 
from just over 283 million francs to 337,642,000 francs, and intends 
to devote a substantial proportion of the extra money to the publi- 


cation of an “Economic and Technical Bulletin,” 


to be printed in four 


languages (French, English, Spanish and Arabic) and circulated in 
75 countries in various parts of the world. 


In addition, a number of docu- 
mentary films will be made for 
distribution abroad, and the pro- 
duction of technical literature and 
promotional material generally is 
to be stepped up. 

More is to be spent, too, on 
French participation in foreign 
trade fairs and exhibitions. Apart 
from the recent substantial in- 
crease from 278 to 420 million 
francs for this purpose, a further 
subsidy of 250 million francs is 
being sought to ensure France’s 
adequate representation at the 
1958 Brussels International 
Exhibition. 

* * * 

The nation-wide campaign that 
has been running for many 
months past with the object of 
combating the menace of alco- 
holism in France is to continue 
on an intensified scale, states the 
report of the MHaut-Comité 
d'Etudes et d'information sur 
l'Alcoolisme, the official body 
sponsoring this project. 

The current year’s budget of 
220 million francs is being mainly 
devoted to posters and roadside 
hoardings (tied in with a road 
safety campaign) and to screen 
advertising. 

Public transport vehicles— 
buses, tubes and trains—are also 
extensively used for putting over 
the message: “Sobriété= Santé,” 
urging not total abstinence but 
moderation in the consumption 
of alcoholic drinks. The dangers 
of over-indulgence are again 
stressed in a series of printed 
folders aimed at motorists. 

* * * 


According to INSEE, the 
French national institute of statis- 
tics, 49 per cent of city dwellers 
take a holiday around this time 
every year. Two-thirds of them 
stay with relations or friends in 
the country ; only 23 per cent gu 
to the seaside, 15 per cent to 
mountain resorts, and one per 
cent to spas. Six per cent of 
French vacationers go camping 
or youth hostelling. 

This exodus during the summer 
months has a marked effect on 
retail trade, notably on sales of 
durable consumer goods, which 
drop appreciably. They pick up 
in September and October, how- 
ever, when purchases in Paris 
stores rise 10 per cent above the 
monthly average ; in the pro- 
vinces, the increase amounts to 
8 per cent. Clothing and foot- 
wear enjoy the biggest autumn 


boom ; October is the best month 
of the year in this sector, with 
sales 40 per cent over the average 
for other months. 


Birmingham 


‘We’re slow to 
appreciate PR’ 


When Martin Stevens, Rank 
Screen Services Ltd. PR executive, 
spoke to the Birmingham Publicity 
Association at their monthly 
luncheon at the Midland Hotel, on 
“A Public Relations Officer Sells 
Himself,” he said that public rela- 
tions work was not so much selling 
a product but selling a_ service. 
Public relations was to industry 
what good manners were to the 
individual. But we in this country 
were somewhat slow in fully appre- 
ciating the usefulness of public 
relations work in improving rela- 


tions between industry and the 
general public. 
“In a nutshell,” he said, “what 


the public thinks of us is far more 
important than what we are.” 

He enumerated his various duties 
at Rank Screen Services, and said 
that perhaps a PRO’s most 
“honourable task”’ was to advise on 
policy at policy-making level. 

Public relations, he concluded, 
was yet to be fully acknowledged in 
this country, and if business and 
industry were to accept it they would 
be the first to realise its full benefits. 


Leeds 
Lady D’Arcy is 


first speaker 


The opening luncheon meeting of 
the Publicity Club of Leeds, to be 
held at the Great Northern Hotel, 
Leeds, on Thursday, September 20, 
will have a woman speaker—Lady 
Margaret D'Arcy, who will talk on 
“USA 1956.” 

Other speakers who will address 
the club during the autumn session 
include: Thursday, October 18, 
D. Curry (Leeds City Engineer and 
Surveyor): Thursday, November 15, 
Lt. Col. J. R. B. Walker (Lancaster 
Herald): Thursday, December 13, 
Sir William Mabane (provisional 
date); and Thursday, January 25, 
Lord Luke, president of The Adver- 
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I’VE A NOTION 


for promotion that’s 


dynamic - 

panoramic - 

cyclonic - 

economic - 

terrific - 

ROTAIRific - 

Oh hang it! 

get in quick with the | 
Miles Griffin Co. Ltd. 
4, Seaton Place 


Hampstead Road 
London, N.W.1 
EUSton 7411 


THEY PAINTED 
THEIR OFFICE 


NE advertisement manager in 
London with a special claim is 
' D. Bryan of Handyman, pub- 
lished by Do-It-Yourself Ltd. She 
is possibly the only person in adver- 
tising who has actually decorated 
her own office. 

Last Thursday I went along to 
the Handyman offices at Old Bur- 
lington Street, and saw the results 
of her work and also that of the 
editors, secretaries, directors, etc. 

The staff first started on the 
offices, which are in contemporary 
style, about six months ago, and 
now all but one are finished. 
last office was in the process of 
being painted while I was there. 
The staff can at least . with 


authority on the arts and crafts of 
decoration. 
* * * 


AT the remarkable age of 75, 
Jack Masters has at last retired 
from his job as press officer of the 
Rootes Group. His connection 
with motoring goes back to the 
pioneering days. For years the 
motoring journalists and his many 
other friends have, on occasion, 
dropped in at Devonshire House to 
chat about the early days, or about 
his connections with his first love, 
the MCC, which he served faith- 
fully over many years. 

So it is not surprising that the 
motoring scribes of Fleet Street and 
others are contributing for a 
presentation which John Collins, 
advertisement director of Motor 
Industry, is organising. 

It will take the form of a small 
souvenir and, I hope, a _ large 
cheque. Anyone who would like 
to contribute should send his 
donation to Mr. Collins at the office 
of Motor Industry, 17-19, John 
Adam Street. 


Poster success: 
at eighteen 


HE trainee artist, eighteen-year-old 
Michael Margolis, who is_ with 
J. Peers and Associates and who won 
the £100 first prize in the British 
qualifying competition for a design 
for the MGM 
film ““The Tea- 
house of the 
August 
Moon,” is un- 
questionably 
a man with a 
vocation. He 
was placed 
among the 
winners in 
local competi- 
tions at Hen- 
don when he 
was only 13. 
_ After study- 
ing for three 
years at the 
Willesden 
School of Arts 
and Crafts, Mr. Margolis took his 
intermediate national diploma a few 
weeks ago. He intends to study for 
the National Diploma at the evening 
classes at the Central School of Arts 
and Crafts, Holborn. Typography 
is one of the subjects in which he is 
particularly anxious to obtain a good 
grounding. 


Michael Margolis 


For more than a month, Douglas 
Ireland has been assistant honorary 
secretary of the National Council of 
British Junior Chambers of Com- 
merce (which means automatic pro- 
motion to the secretaryship next 
year). Mr. Ireland, who is an 
account executive with Don Earl 
Publicity, Luton, and a director of 
Hallamshire Industrial Artists, is 
apparently the first member of the 
advertising profession to hold that 
position. 

Early this year, as chairman of 
the executive training section of the 
Luton and District Chamber of 
Commerce, he helped to compile the 

rogramme for its autumn session. 

ts theme is “To be sold,” and I 
see that the speakers who have been 
lined up include C. E. Eshelby, sales 
manager, County Laboratories; 
W. H. Brooks, market research con- 
sultant, Graham & Gillies; Ray- 
mond A. Silk, editor of Packaging; 
and F. Jeffery, advertising manager, 
Murphy Radio. 

* * 


Julie Harris, film dress designer, and 
Horace Martin, paper consultant 


with Spicers Ltd., both appear 

pleased with this paper dress which 

he thought up in 48 hours. On the 

skirt is the signature of Bob Monk- 

house, who chaired a commercial 

TV show at which Julie beat the 
panel. 


Fine colour work 


SS OME of the finest colour photo- 
graphs I have ever seen have been 
shown to me by Adolf Morath, the 
commercial photographer, at his 
studio. Mr. Morath has just re- 
turned from an assignment to 
photograph the Kuwait oil industry, 
hospitals, housing schemes and so 
on, as well as sheikhs and workers. 

Not merely are the pictures very 
fine and often very impressive pic- 
torially, but, when shown in exhibi- 
tions and elsewhere, they will do a 
valuable job of public relations for 
Britain's contribution to Middle 
East development at a time when 
we can do with it! 

In addition to the Kuwait assign- 
ment, Mr. Morath has been photo- 
graphing in colour, 5,000 feet down 
im ore mines at Cumberland and 
Scunthorpe, for the British Iron and 
Steel Federation, and has also been 
to the Riviera taking colour pic 
tures of other subjects for British 
industry. 
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Colour enhances the effectiveness 
of this picture, taken by Adolf 
Morath, of Kuwaiti students at work 
in the Kuwait Oil Co. Technical 
Training Centre, Magwa. 


PRO becomes the 
firm’s manager 


NEWLY-APPOINTED to be man- 
ager of David Brown Tractors 
(Eire) Ltd. is the company’s 28- 
year-old PRO, Brendan M. O'Kelly, 
who has been acting manager since 
the death of his predecessor in a 
car crash a few months ago. 

Mr. O'Kelly, who is a member 
of the executive committee of the 
Public Relations Institute of Ire- 
land, was educated at O'Connell 
Schools and University College, 
Dublin. He is an_ enthusiastic 
soccer man and was on the Irish 
Amateur team for the Olympic 
Games in London eight years ago. 

Since joining the David Brown 
organisation he has considerably 
developed the company’s PR work 
in Ireland, which is currently a 
good market for tractors for both 
agricultural and industrial work. 


A-R show resulted 
from chance lunch 


BR ETURNING from abortive tests 
at a market garden where they 
hoped to run a programme, Bill 
Perry, Associated-Rediffusion remote 
programme director, and his col- 
league Rosemary Horstmann, 
dropped into a Surrey inn for a 
meal. 

The man the other side of the 
table proved to be Francis Thorne, 
senior publicity executive of Chase 
Protected Cultivation Ltd., Shep- 
perton, whose firm run nine acres 
of trial and experimental gardens at 
the Grange, Chertsey. 

Result — Associated - Rediffusion 
are running their gardening pro- 
gramme from Chertsey next Wed- 
nesday on the London, Birmingham 
and Manchester network. 

Chase horticultural staff will 
appear in the programme which 
will cover more than 20 items of 
interest to gardeners of all types. 


CONTACT 
WEEK'S WISECRACK 


~ 


“ We want another PRO— 
see if Keith Miller is inter- 
ested.” 
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MORE NEWS ABOUT PEOPLE 


Miss Nan Marshall has completed ten years with W. H. 


Associates Ltd. 


director E. Searle Austin (rig 
congratulations from W. H. 


Gollings and 


On Friday, in the presence of the staff, she was presented 
with a gold watch suitably Goan. 


The presentation was made by 


t) who read a message of thanks and 
Gollings, 


who is at present in America. 


Looking on in the picture (above) are W. R. Balch (left) and E. C. Wolf, 
also directors. 


Reorganisation 


at Nielsen 


J. B. Staniland is to direct opera- 
tions and the further development 
of special research services in Great 
Britain and European countries in 
which the A. C. Nielsen marketing 
research organisation is established. 
Mr. Staniland was one of the 
original members of the British 
Nielsen organisation. He later be- 
came manager of Retail Index field 
operations before going to Australia 
to assist with the setting up of the 
Nielsen company there. Returning to 
Great Britain, he was responsible for 
the establishment of the company’s 
Pharmaceutical Index, following 
which he was appointed a director 
of the British company and man- 
aging director in Holland and Bel- 
gium of the first Nielsen associated 
companies on the Continent. 

Following Mr. Staniland’s ap- 
pointment, appointments to manage 
the Nielsen companies in_ the 
Netherlands and Belgium have been 
made. William Yates, whose ap- 
pointment as associate director of 
the British Nielsen company was 
recently announced, is being pro- 
moted to head the Belgium com- 
pany. He joined Nielsen at Oxford 
in 1948, and will move to the 
Brussels office on October 1. 
Management of the Nielsen opera- 
tions in Holland will be undertaken 
by Richard Smit, who has been 
client service manager in_ the 
Amsterdam office. Mr. Smit has 
been appointed an associate direc- 
tor of A. C. Nielsen Co., Ltd., with 
effect from October 1. 


Rainbow post 


S. C. Simpson, since 1946 pro- 
duction manager for Continental 
and Overseas Organisation Lid. 
(publishers of the Machinery Lloyd 
journals and Electrical Industries 
Export), is joining the executive 
staff of Nigel Rainbow & Partners 
Ltd., and will be appointed general 
manager. 

* * * 


Paul Baker, who was formerly 
with Downtons Ltd., has joined 
Editorial Services Ltd. He is the 
son of former Daily Mirror writer 
and Ministry of Food PR man 


Harold Baker, at present with the 
W. H. T. Tayleur organisation. 
* * om 


The death of Michael Egan, 
chairman and founder of Compass 
News Service Ltd., has necessitated 
changes in the board of directors 
which now consists of Greta Egan 
(chairman), Bettie Spurling, George 
Fearon and Hugh Etherington. 

* 7 * 


A. M. Malin, Rank Screen Ser- 
vices Ltd.'s regional manager in 
Bristol, has been elected an asso- 
ciate of the Incorporated Sales 
Managers’ Association. 

* 


* * 
Valentine Hall, of the Dail) 
Express political and diplomatic 
staff, has been appointed deputy 
manager of the Bournemouth Times 
Ltd. and Hardy Press Ltd. from 
October 1. 


OBITUARY 
W. W. Leavis 


William W. Leavis, joint secretary 
and parliamentary agent of the 
Newspaper Proprietors’ Association 
for 15 years, died on Thursday of 
last week. He was 85. The funeral 
took place at Woodstock Parish 
Church on Monday. In addition to 
members of the family, also present 
were Bernard Alton, secretary of 
the NPA, H. N. Hughes, represent- 
ing H. R. Davies and W. G. Ridd, 
director and deputy director of the 
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_ the Top of the Market™S 


read THE IRISH TIMES 


—the Top of the Mornings 


MEMBER OF AUDIT BUREAU CIRCULATIONS 


London Office: 59, Fleet St., E.C.4 
Telephone : FLEet St. 4350 


ADDRESSING 
FACSIMILE LETTERS 


Newspaper Society, and W. J. West- | 


lake, a former secretary of the daily | 


circulation managers’ committee. 


C. H. Assioun 


Charles Hector Assioun, manager 
of the advertising department of the 
Ashton-under-Lyne (Lancs) | series 
of newspapers since 1921, died 
suddenly whilst on holiday at East- 
bourne on Sunday (August 26). He 
was 58. Mr. Assioun had been 
publicity officer for the North-West 
Area Trustee Savings Banks. He 
leaves a widow and a son, Gordon. 


P. J. O'Keeffe 


The death has taken place in 
Killarney of Patrick J. O'Keeffe, 
district manager of the Irish Press, 
who had been asseciated with the 
advertisi and circulation depart- 
ments that newspaper for 25 
years. 


FOLDING- ENCLOSING 


PRIVATE MAILING LISTS 


. «Wealso have a large department devoted solely 
to the regular maintenance of clients’ mechan- 
ised lists—all dealt with the utmost efficiency 

and confidence. 


MEDICAL MAILINGS 


. We specialise in mailing to 
DOCTORS, CHEMISTS, HOS- 
PITALS and all branches of 
the Medical and allied 
Professions. 


@ Telephone 
CITY 4877/8 


@ We have 
the largest 
Mechanical 
Addressing 
Organisation 
in the Trade. 


4 PLAVHOUSE VAAD +- LONDON GF 
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PUBLICATIONS 


Temple Press’s 
new directory 


Temple Press Ltd. are to publish 
in the new year a directory of the 
nuclear engineering industry, to be 
published in association with their 
monthly journal, Nuclear Engineer- 
ing. Object of the directory will be 
to provide a complete reference 
guide to this expanding industry— 
the first guide of its kind, say 
Temple Press. It will be called 
“Nuclear Engineering’ Directory, 
1957, and will include lists of all 
British suppliers of equipment, com- 
ponents and material for use in the 
nuclear engineering field, classified 
under more than 400 product 
headings. 

* * * 
The Daily Telegraph is to publish 
the Test Match reports by E. W. 
Swanton in book form. It will in- 
clude an introduction by Sir Nor- 
man Birkett and statistical informa- 
tion compiled by Arthur Wrigley. 
It will be published at 2s. 6d. 

* * * 

A new series of articles in Tran- 
sad News, published by the com- 
mercial advertising service of British 
Transport Commission, describes 
and illustrates how various manu- 
facturers use the Commission's 
advertising sites. The twelfth issue 
of the journal shows advertising for 
men’s and women’s toilet acces- 
sories. 

~ . o 

Drawings of skiers illustrate a 
promotion folder for the Winter 
Sports (November 21) number of 
The Sketch. The page rate is given 
as £130. 


More increases 


Books of the Month, monthly, 
goes to Is, 6d. (1s. previously) with 
effect from the September issue. 

oe * * 

Modern Camera Magazine, 
monthly, goes to 2s. (ls. 6d. pre 
viously) from the September issue. 

* * 


* 

From the September 15 issues 
Chicks’ Own and Tiny Tots are to 
be published in colour gravure. 
The price of each will be increased 
from 3d. to 34d. 

* * * 


First of a new promotion series 
issued by the Daily Sketch consists 
of a stiff card. of season-ticket size. 
One side gives figures of the 
Sketch’s sales rise, a calendar, a 
column-width rule and other details ; 
the other lists all the national 
dailies, Sundays, and evening papers 
with their net sales and their inch 
rates. 

+ * 

This week's issue of The Illus- 
trated London News will contain a 
four-page colour section showing 
British air power, with examples of 
design in the fields of civil and mili- 
tary aviation. The feature is to be 
published to tie-up with the Farn- 
borough Air show. 

ok * + 

Two free gifts will be included 
with the September 10 and 17 issues 
of Marilyn. The first will be the 
Frankie Vaughan “Book of Songs 
for Sweethearts” and the second 
Ronnie Hilton’s “Wheel of For- 
tune.” 


IN THE NEWS 


Illustrated next week will mark 
Battle of Britain week with a two- 
age, four-colour photograph of the 
istoric Hurricane and _ Spitfire 
fighters flying in formation with the 
latest jets. 

* * * 

Budgeting advice for new winter 
fabrics and four special pattern 
offers will be contained in an eight- 
page Autumn Fashion Preview in 
Woman next week, which will be 
supported by advertising in the 
national press. 

* * * 

Atlantic - Pacific Representations 
have taken on the representation of 
World’s Business and Guia, both 
published in New York, covering 
American industry and business. 
They have a combined circulation 
of over 40,000. World's Business is 
in English and circulates in~ 62 
countries outside Latin-America, 
Spain and Portugal. Guia is in 
Spanish and circulates in 27 
countries throughout Latin-America, 
including Spain and Portugal. 


Combined ad rate 


A new monthly The Ballroom 
Dancing Times, will appear on 
October 1, published by the 
Dancing Times Ltd. It will carr 
advertisements at £20 per page wit 
a series discount. Formerly a 
supplement of The Dancing Times, 
it will be of the same size and 
format as its parent magazine. A 
special combined rate will be given 
for advertisements in both maga- 
zines 

* * 
Following a decision to make 
available audited net sales figures 
Grower has announced a 
weekly certified sale in excess of 
11,750 copies. 
* * * 


A folder in English issued by the 
Swedish newspaper Dygens Nyheter 
contains two illustrations. One is 
a reproduction of the colour draw- 
ing of the Royal yacht, “Britannia,” 
which appeared in the paper on 
the occasion of Her Majesty’s visit: 
the other is a_ black-and-white 
facsimile of the journal’s second 
page. The brochure also pays 
tribute to Britain and her role 
during the war. Frank L. Crane is 
the London manager. 

* * * 

The prize in a new Sporting 
Record competition is a Philips TV 
set. It is offered in a contest in 
which entrants have to write a 
“good luck” message in verse send- 
ing best wishes to Britain's team for 
success in the Olympic Games. 

+” * * 

The title of Our Circle, published 
by the Co-operative Press in Man- 
chester for children between the 
ages of 10 and 14, will be changed 
tomorrow (Saturday) to Our Circle 
and Pathfinders’ Monthly. 

+ * * 

The September number of Ideal 
Home, which will include a room- 
furnishing guide for limited budgets, 
will be supported by advertising in 
the national press and the Radio 
Times. 

* * 


Frank Sawyer, broadcaster and 
writer on game fishing, will con- 
tribute an article, “ September 
Trout Flies,” to the September issue 
of and Salmon. 


‘fous Uwe Cacetet coeeTen 
eer ore, NirameES BeOE 


Woman and Beauty will have a 
“new look,” starting with the Octo- 
ber issue. Printed throughout in 
photogravure, it will contain more 
pages, and more colour. In addi- 
tion two free gifts will be included, 
a 24-page book “How to Slim the 
Model Girl Way,” and a “Calorie 
Counter.” A large-scale advertising 
campaign including large spaces in 
the national and Eire press, with 
supporting posters and showcards, 
will launch the issue, the first in 
which “Woman and Beauty’ is 
absorbed with “‘Good Taste’ and 
the selling price reduced to 1s. 6d. 
cal * * 


From the October issue, the 
South African edition of Dram will 
raise its rates. A full page, one to 
six insertions, now £120, will be 
£140 Ss., and a 3-in. s.c., one to 
six insertions, now £8 5s., will be 
£9 15s. An average net sale of 
110,000 per issue will be guaranteed 
for 1957. From next January the 
West African edition will guarantee 
a net paid sale of 125,000 copies 
per issue. The s.c.i. rate will rise as 
follows: one to six insertions, from 
45s. to 70s. ; seven to 12 insertions, 
from 40s. to 62s. 6d. 

od * * 

The title of Literary Guide will 
be changed with the October 1956 
issue to The Humanist (incorporat- 
ing Literary Guide). 

* * . 

The Mansfield Chronicle-Adver- 
tiser has appointed Edwin Green- 
wood Ltd. as its London repre 
sentatives. 


Aucust 31, 1956 


We Hear 


Work will start next week on the 
construction of the transmitter 
building at the new Independent 
Television Authority station at 
Blackhill, Lanarkshire. The trans- 
mission equipment, mast, and aerial 
array will be supplied by Marconi’s 
Wireless Telegraph Co. Ltd. 

* * * 


Windolite of Harlow, Essex, have 
produced a new means of tying 
plants to supports. Called Twist- 
ems, they consist of pre-cut lengths 
of green plastic-covered wire and 
can .be used season after season. 
Twist-ems have been advertised in 
the gardening press. 

- * * 

_Twickenham Corporation's plan- 
ning committee has reserved the 
right to call for formal considera- 
tion “at any time’’ of small adver- 
tisements which are at present being 
displayed without consent on busi- 
ness premises in the town. 

* * * 

The annual general meeting of the 
Self-Service Development Associa- 
tion will be held at the May Fair 
Hotel, London, at 112.30 p.m. on 
Thursday, September 13.  After- 
wards an informal luncheon will be 
held. 

* * * 

G. S. Royds Ltd. suffered their 
first cricket defeat of the season 
when they lost last Saturday to Mill 
Hill 3rd by 44 runs: Mill Hill 3rd, 
89 for 8 (J. Loman § for 32 and 
J. Shrimpton 3 for 16); Royds 45. 


Selling brochure 


_ The Federation of Nordic Market- 
ing Associations, Copenhagen, has 
published a brochure on “Selling 
Costs and Advertising Expenditure 


in Scandinavia. 
* 


7 * 

Kolster-Brandes Ltd. have ap- 
pointed John Hurd Associates Ltd. 
to handle public relations for their 
K-B TV and radio sets. 

* * * 

Changes of address: Sterling Ad- 
vertising Ltd. to 17-19 Colmore 
Row, Birmingham, 3; Josiah Wedg- 
wood & Sons Ltd. (PR department) 
to 34 Wigmore Street, W.1; John 
Bretton to 5-6 Sherwood Street, 
Piccadilly Circus, W.1. , 


The Vickers-Armstrongs (Aircraft) Ltd. stand at the 1956 SBAC Exhibition 
has a flying ¢isplay in miniature by models of six Vickers aircrafi—the 
Viscount 700, Viscount 800, Vanguard, Valiant, Swift and N.113—as its 
main feature. These models, which are 1/60th scale for the larger machines 
and 1/30th scale for the two fighters, are powered by compressed air and 


fly, one at a time, around a central pole. " 
rear of the stand tell the story of each aircraft while it is bein 


Six large transparencies at the 
demon- 


strated, the appropriate transparency being illuminated at the selection of 


the operator. 


The whole exhibit has been designed by Ronald Dickens and 


built by G. & W. Waller, of Brixton. 
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CONTRACTORS RECORD 
AND 


MUNICIPAL ENGINEERING 


Established 50 years. 


DOES YOUR CLIENT WANT AN ADVERTISEMENT THAT 
WILL BE READ BY EVERY MUNICIPAL ENGINEER AND 
HIS STAFF THROUGHOUT THE COUNTRY? 
Covering Highway Construction, Building, Architecture, 


Planning, Water, Sewage, Lighting, Heating, Ventilation, 
Fumigation, Transport and Public Cleansing. 


THEY SPEND £1,700,000,000 PER ANNUM 


Readership 40,000 


(Basic Page Rate £30) 


of which 50°, reaches 


PUBLIC WORKS CONTRACTORS : BUILDERS ;: CIVIL 
ENGINEERS AND ALL ALLIED INDUSTRIES 


NOT A COPY WASTED 


LENNOX HOUSE, NORFOLK STREET, LONDON, W.C.2 
Telephone: Temple Bar 6591-3 
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WYATT EARP just one of the brand-new high-powered programmes 
appearing on ATV London on Saturdays. This dramatic series of thirty- 
minute stories from the life of the famous United States Marshal—as 
yet unknown to advertisers and agents—is one of the top “adult 
Westerns” in the States, 


Auaust 31, 1956 


Since ATV issued their autumn rate card there have 
been a number of improvements to their programme 
schedule. 

Partly as a result of this, nearly all the programmes 


now scheduled for Saturday afternoons and evenings 


in London this autumn are entirely new—and thus 
unknown to advertisers and agencies. 

ATV know that this autumn schedule will secure 
very high ratings indeed—especially when, as you can 
see opposite, ATV can get good ratings even on a 
Saturday in the middle of August. 

As an inducement to advertisers, however, ATV 
have now instituted new rates which will make Satur- 
days in London just about the best value available on 
Independent Television. 

Calculated on estimated autumn audience figures, 
and the TAM ratings of 18th August, the cost per 
thousand viewers per 30-seconds, with these new 
Saturday rates, will be as low as 3/3d—and the high- 
est cost per thousand viewers will be only 6/8d. 

Despite this, ATV guarantee that these rates will 
not be altered during 1956—so, make the most of this 
opportunity—book your time now. 


ASSOCIATED TELEVISION LIMITED 
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now 
FARTHING A FAMILY! 


HERE ARE THE NEW LONDON SATURDAY EVENING RATES 


with some examples of cost per thousand sets based on TAM Ratings for Saturday, August 18th and 
applied to an estimated total potential of 1,000,000 sets by October. 


TAM | Cost per 
rating | 30 secs. per 
on \8th August | | 1,000 families 


Class of Cost per Cost per 


| 
| 
Time segments : 
time | 15 secs. 30 secs. 


, | 
7.00— 7.30 p.m. 18/8 
7.30— 8.00 p.m. 
8.00— 8.30 p.m. 


8.30— 9.00 p.m. 


14/- 
17/6 
15/- 
9/4 
9/8 
12/5 
9/1 


9.00— 9.45 p.m. 
9.45-10.15 p.m. 
10.15-10.40 p.m. 
10.40-11.00 p.m. 


zs aranwnooemn 
288528 8 8 
—_ 
3 
&es8 68 & 


i 
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The above ratings were reached on a fair Saturday in mid-summer, when, according to TAM, 
10% of ITA sets in London were not in use as the families were on holiday. 


TELEVISION HOUSE, KINGSWAY, LONDON, W.C.2. CHANCERY 4488 
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Looking at one of the displays at the Mazda lamp exhibition at Crown 
House, Aldwych, which features Mazda's new lamp advertising campaign 


“Knight Time with Mazda,” 


are Oliver Farmer, publicity manager, AFI 


Lamp and Lighting Co., Ltd., and Victor Creer, managing director. 


‘Restoring absolute 


whiteness to nylon’ 


A new washing product produced 
by Stergene Laboratories and called 
Bubbly Stergene, which will “restore 
absolute whiteness to nylon as well 
as to wool, silk and cotton,” will 
be advertised in national dailies, 
Sundays and women’s magazines. 
Agents are W. H. Gollings & Asso- 
ciates Ltd. 


Armstrong- Warden 
get new account 


Heatons (Leeds) Ltd. have ap- 
pointed Armstrong-Warden Ltd., as 
agents for their WHeatonex and 
Heatona ranges of coats and suits. 
Advertising in national Sundays and 
women’s media is at present run- 
ning for Heatonex and a campaign 
in women’s weeklies and monthlies 
will be launched from September 
for Heatona. 


SCOTCHLITE WEATHERPROOF FILM 
FINALLY OBTAINABLE GREAT BRITAIN 


MINISTRIES. 
POLICE AUTHORITIES. 
COUNTY COUNCILS. 


SCOTCHLITE BRAND reflective sheeting — used throughout 
the world — is at last being manufactured in England. 

@ Reflective emblems in all colours. 

@ Every type of Lettering or Sign supplied. 

@ Costs halved by its amazing durability. 

@ Let SCOTCHLITE promote your sales and aid Road Safety. 
We, as approved convertors, have supplied 


Phone, call or write. 


WINSSER (SIGNS) LTD. 
52 SHAFTESBURY AVENUE, LONDON, W.!. 
GERRARD 8716 


CIVIL ENGINEERS. 
OIL COMPANIES. 
FACTORIES ETC. 


AuGust 31, 1956 


‘Biggest ever’ campaign for Mazda 
lamps begins this winter 


The winter advertising and promotion plans for Mazda lamps are 
featured in an exhibition which opened at Crown House, Aldwych, W.C.2. 


on Monday. 


The exhibition was designed by THM Partners for Mazda‘s 


agents, Mather and Crowther Ltd., with the theme “Knight Time with 


Mazda. “ 

Drawings by Andre Francois form 
the basis of the advertising cam- 
paign and of the six-week exhibition, 
which consist of five knights—calm 
knight, blustery knight, bath knight, 
quiet knight and late knight final. 

Other forms of Mazda promotion 
on show at the exhibition include 
TV commercials which are shown 
on a special screen, a simulated 
shop window showing point-of-sale 
material and a do-it-yourself area so 
that visitors can measure for them- 
selves the correct amount of light 
they need. This is the theme of a 
booklet being used for promotion 
at the exhibition. 

The press campaign, which is the 
“biggest ever’ for Mazda lamps, 
will include large spaces in Daily 
Express, Daily Herald, Daily Mail, 
News Chronicle, Daily Telegraph, 
Daily Mirror, Daily Sketch, Radio 
Times, Woman's Own, Woman's 
Weekly, Woman's Illustrated, Home 
Chat, Home Notes, Good House- 
keeping, Homes and _ Gardens, 
House Beautiful, Housewife, Ideal 
Home, My Home, Woman and 
Home, and Woman's Journal. 


Ladyship knitting 


wool drive 
Spaces in women’s journals such 
as Woman, Woman's Weekly, Home 
Chat, Home Notes, Good Taste. 
The Lady, Mother, Mother & 
Home, Home, Vogue Knit, Vogue 
Knitting Book, Pins & Needles. 
Needlework Illustrated, Woman's 
Companion, Woman's World and 
Weldon's Practical Knitting will be 
used for the autumn and winter 
advertising campaign for Ladyship 
knitting wools made by Baldwin and 
Walker Lid., Halifax. The trade 
en will also be used. Agents are 

attersall Advertising Ltd. 


Ads in colour in 
new Osram drive 


Publicity for Osram lamps during 
the winter will include a wide press 
advertising campaign using every 
national daily and London evening 
newspaper and about 60 main pro- 
vincial newspapers. Advertisements 
will also appear in the popular 
weeklies and in home and women’s 
journals—including a number of 
pages in full colour. 

Posters will be displayed at 3,000 
outdoor sites throughout London 
and the provinces. These will be 
integrated with the continuous dis- 
play of illuminated signs, floodlit 
bulletin boards in main towns and 
cities, and permanent signs at main 
railway stations. 

Commercial TV in London, the 
Midlands and the North will also be 
used. Agents are W. S. Crawford 
Ltd. 


Pre-Christmas pen 


drive by Platignum 


Platignum pens, pencils and ball- 
points will be advertised more 
heavily than ever before in a con- 
centrated campaign planned for the 
pre-Christmas shopping period. 

Large spaces, including a number 
of full and’ half-pages, have been 
booked in all the mass circulation 
national daily and Sunday papers 
and the top-selling periodicals. TV 
advertising will be from all three 
stations. The campaign is spread 
over six weeks and begins in mid- 
November. Window display units. 
stickers, and a variety of point-of- 
sale materials will be available 

Gordon and Gotch Advertising 
Ltd. are handling the campaign 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


DENT, URWICK & YEATMAN 
(TAYLORS VINTAGE 
RESERVE), for Allardyce Palmer 
Lid. Campaign in The Times, 
Daily Telegraph, Daily Express, 
Sunday Times, Evening Standard. 
Director, Men Only, Punch, Wine 
and Food and trade press com- 
mencing in September. 

CHAMPION SPARKING PLUG 
Co., LTD.. for the J. Walter 
Thompson Co. Ltd. 

TURNER BROTHERS ASBESTOS 
co., LTD. for Donald Mac- 
donald Advertising Ltd. 

HEATONS (LEEDS) LTD., for 
Armstrong-Warden Lid. 

CHEMSTRAND LTD. (man-made 
acrylic fibre called Acrilan), for 
W. S. Crawford Lid. 

CONATUS INDUSTRIES LTD. 
(Laconite plastic coated hard- 
board) has ceased to be handled 
Ag H. Gollings & Associates 
td, 


Campaigns 


STERGENE LABORATORIES, 
using national dailies, Sundays 
and women’s magazines for 
Bubbly Stergene. (W. H. Gollings 
& Associates Ltd.) 


J. W. ROBERTS LTD. 
technical and trade press. 
strong-Warden Ltd.) 

MAZDA LAMPS, using national 
dailies, Radio Times and women’s 
journals. (Mather & Crowthe: 
Lid.) 

OSRAM LAMPS, using national 
dailies, London evenings, provin- 
cial papers, magazines, women’s 
journals and TV. (W. S. Craw- 
ford Lid.) 

KAYSER-BONDOR LTD. using 
national dailies, Sundays, provin- 
cials, women’s magazines, trade 
press and commercial TV on all 
stations for Charmed Life range 
of stockings. (Erwin Wasey & 
Co., Ltd.) 

CHERUB LTD., using colour spaces 
in women’s magazines and trade 
press. (Smedley Advertising Ser- 
vice Ltd.) 

BALDWIN & WALKER LTD., 
using women’s journals and trade 
press. (Tattersall Advertising Ltd.) 

PLATIGNUM PENS, PENCILS & 
BALLPOINTS, using national 
dailies, Sundays, magazines and 
commercial TV from all stations. 
(Gordon & Gotch Advertising 


Ltd.) 

ROBINSON RENTALS _ LTD., 
using provincial papers to apn- 
nounce reduction in charges. 
(Tibbenham Publicity Ltd.) 


using 
(Arm- 
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Aucust 31, 1956 


Kayser launch — 
Charmed Life 
nylons 


A new range of nylon stockings 
by Kayser-Bondor Lid., called 
Charmed Life, are to be launched 
in a Charmed Life Week from 
September 14 to September 22. 
There are four types of stocking 
and anyone who buys a box con- 
taining two pairs will have them 
guaranteed for up to 60 days—so 
that no woman need buy more than 
12 pairs of nylons per year. 

The advertising campaign, de- 
scribed by Geoffrey T. Dobson, 
advertising manager of Kayser- 
Bondor, as “the largest concentrated 
promotion we have ever done,” 
includes half-pages in the Daily 
Express and Daily Mirror and large 
spaces in other national dailies, 
Sundays, provincial papers, women’s 
| magazines and trade press. 
Television commercials 

screened from London, 
} ham and Manchester, starting on 
Thursday, September 13, and con- 
tinuing during peak periods. Point- 
of-sale material is also available 
Agents are Erwin Wasey & Co., Ltd. 


will be 
Birming- 


ummer County 
Margarine 


Seyi! dango 


Designed to tie-in’ with 


Summer County margarine 
16 inches high. 
blue and black. 
jor Van den Berghs 
Pritchard, Wood & 


It is in red, 


Provincial drive 
for TV rent cut 


one of Britain's bi 
television, are using 
over 40 provincial 
announce a 
charges. 

Publicity Lt 


est 


newspapers 
reduction in 
* are 


Latest wills 


STANLEY GORDON COLLEeR, 


tion, left 
£256,382 
L145. 81K) 


£258,514 
10s. net 


19s 


value (Duty 


current 
national press advertising, this latest 
stand 
holds 28 half-pound packs and is 
yellow, 
It was designed 

by F. C. 
Partners Ltd. 


Robinson Rentals Lid., Bedford, 
renters of 
arge spaces in 
to 
rental 
nham 


of Virginia 


Water, Surrey, advertising and sales 
promotion manager of Associated Tele- 
Vision, left £4,382 9s 4d. gross, 
£36 4s. Sd. net value. 

Six Rosert Greorrrey Erits, of Mel- 
bourn, Cambs., late president and 


former chairman of Monotype Corpora- 
ross, 
paid 


CLASSIFIED ADVERTISEMENTS 


4! 


RATES: APPOINTMENTS mace 4s. per lime, 453. per display 


APPOINTMENTS WANTED, 3s. 64 
classifications, 4s. 6d. per line, 
No. charge, one lime plas Is. covering 


|. per line, 40s. per 
per displa 


display Ba pa) inch. a = 
y panel inch. Minimum, 3 lines. 
Series rates on application : all 


postage, etc. 
advertisements under seven insertions MUST BE PREPAID. Address “‘ Advertiser's 
Weekly,”’ 180, Fleet Street, London, E.C.4. WATerico 3388 (Ex. 25). 


APPOINTMENTS VACANT 


in its Advertising Department. 


The 


Manager 


A Large International Company is seeking the services of a 


YOUNG MAN 
to take charge of 


PRINT BUYING and DISPLAY PLANNING 


A commencing salary of £650 
£800 per annum, according to experience, will be paid to the 
successful applicant, and substantial advances beyond this can 
be expected as a return for originality, enthusiasm and hard work 
Company manufactures and markets a well-advertised 
range of household products, and there is ample scope for further 
development work, particularly on the display side. 
Applications should give full details of educational background 
and experience and should be addressed to the Personnel 


Box 4369 
Advertiser's Weekly 180 Fieet St EC4 


DUE TO NEW COMMITMENTS and 
constantly increasing turnover, a pro- 
gressive Birmingham Agency requires 
additional studio staff Visualisers 
finished artists and retouchers are 
offered permanent positions and excel- 
lent conditions Top salaries and 
attractive quarterly bonus scheme 
Present staff are aware of this adver- 
tusement 
Box 4391 Ad. Weekly 180 Fleet St BC4 


INTERESTING VACANCY exists as 
Assistant to Editor in well-known 
London publishing house Gocd 


shorthand and typing speeds essential. 


Hours, 9-5.30. Five-day week. New 
ee building and staff restaurant 
Write 


Box 4380 Ad. Weekly 180 Fleet St EC 4 


YOUNG LADY 
Advertising 
Agency 
typing essential Five-day week 
Stowe & Bowden Lid., 169 Piccadilly. 
WI. Hyde Park 968! 


required by 


for charging C isssified 
Advertising 
Good at figures and accurate 


YOUNG 
MALE 
ARTIST 


ATTRACTIVE SALARY, PEN- 
SION FUND AND PROFIT 
SHARING SCHEME, 39 HOUR 
WEEK WITH APPROPRIATE 
PAYMENT FOR OVERTIME 


A young male artist is required 
in the Internal Publicity 
Department of Imperial 
Chemical Industries Limited, 
Billingham Division, Billing- 
ham, Co. Durham. Candi- 
dates should have completed 
a full-time course at a College 
or School of Art and have a 
National Diploma or equiva- 
lent qualifications. Only 
young men who have com- 
pleted National Service should 
apply. Permanent post. Five 
day week. Write giving brief 
details of education and ex- 
perience to the Staff Manager, 
Imperial Chemical Industries 
Limited, Billingham Division, 
Billingham. Co. Durham, 
quoting reference L/B6. 


ESTIMATOR required in rapidly ex- 
panding display division, preferably 
with knowledge of silk screen. letter- 
press, litho and finishing processes 
Five-day week Pension scheme 
Salary according to ~3—_- experience 
Write to Office Manager, Trapinex 
Lid.. 176-188 Acre Lane, Brixton, 
Ss 


~ 
+ 


Young man or woman with art school 
background to train as all-round 


ASSISTANT ART EDITOR 


for publishers producing quality books 
illustrated in colour Must have originality 
wtelligence, be willing co pull full weight 
as member of a team and to tackle any jot. 
Work includes design, layouts and research 
Write 


Box 4378 
Advertiser's Weekly 160 Fike St EC4 


YOUNG WOMAN 


advertisement 


wanted for 
department of a 


the 
trade 


journal firm Shorthand/typing an 
asset. Write, giving details and salary 
required, to 


Box 4372 Ad. Weekly 180 Fleet St BC4 


PRODUCTION MANAGER required 
by leading Midlands Agency Must 
be agency trained and able to cover 
all phases of press and print Ex- 
cellent prospects Agee no bar if 
accurate, rapid and experienced 
Write full personal details, salary re- 
quired. to 


Box 4383 Ad. Weekly 180 Fleet St BC4 


Young 


TYPOGRAPHER 


with contemporary approach 
required by 
Publicity Department 
for advertising layout & display 
material etc. 
Write 
Box 4197 


Advertiser's Weekly 180 Fleet St EC4 


} 


ADVERTISER'S WEEKLY 


RETOUCHER 


required for Studio in London for Black 
and White and some Colour work. 
Competent handling of Airbrush essen- 
tial. Full particulars to Art Director, 


Box 4344 
Advertiser's Weekly 180 Fleet St EC4 


A SENIOR REPRESENTATIVE 


TECHNICAL ARTIST 


for 
space selling wanted in the Birming- 
ham area A large publishing house 
with national weeklies, monthlies and 
trade papers wishes tw appoint an 
Assistamt to the Area Manager. Excel- 
lent prospects of rapid promotion 
A good salary for the right man, who 
must have experience, pleasing per- 
sonality and a willingness to attend to 
a variety of — jobs Apply. 
Stating age, etc 

Box 4377 Ad. Weekly 180 Fleet St BC4 


required with 
ability to produce layout for Adver- 
tising Also a first-class Retoucher 
wanted Bonus a Pension scheme: 
operating. Wri 

Box 4206 Ad. Weekly 180 Fleet St BC4 


Scottish newspaper publishers 
require an 


ADVERTISEMENT 
REPRESENTATIVE 


for their London Office. This 
is an excellent opportunity for 
a young man in his twenties or 
early thirties, preferably with 
some advertising experience, 
who seeks to improve his 
position. Commencing salary 
will be according to age and 
experience. Applications will 
be treated as confidential. 
Please write, giving particulars 
of experience, age, etc., to 


Box 4374 
Advertiser's Weekly 180 Fleet St EC4 


PUBLICITY MANAGER 


JOURNALIST 


ot mier- 
navionally known engineering organisa- 
tion with offices in the centre of 
London requires an Assistant An 
excellent opportunity for a young man 
with some knowledge of advertising. 
preferably technical, who 


has com- 
pleted National Service and has 
reached a good educational standard 
Salary £500 Full personal details 


and age to 
Box 4363 Ad. Weekly 180 Fleet Si BC4 


experienced in subbing 
and make-up, possessing mechanical 
(preferably agricultural) knowledge. 
needed for old-established journal in 
London. State age, experience, salary 
expected All enquiries treated in 
confidence 

Box 4362 Ad. Weekly 180 Fleet Si EC4 


Permanent or Freelance 
ARTISTS 


required for first-class line, 
lettering and colour sketches. 


Brenchley Engraving Co. Ltd. 
Burnham Street, 
London Road, 
Kingston-on-Thames. 


Kingston 7054/3699 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Is Copywriting 
a satisfying 
job? 


No doubt about it in this forward- 
looking London Agency. We're right 
in the van of progress, introducing new 
machines, materials and methods to 
modern industry. Automation ? Space 
Travel? Atomic Energy? We have 
clients concerned with them all! An 
appointment exists for an agency-ex- 
perienced copywriter—with a flow of 
ideas and a natural interest in indus- 
trial affairs—to join a friendly team. 
Age 25 up to about 30. Pension and 
assurance schemes. Write, giving age, 
experience, salary to : 


Box 4385 
Advertiser's Weekly 180 Fleet St EC4 


AN IMMEDIATE INCREASE in salary 
and improved prospects offered to 
experienced Advertisement Representa- 
tive. Apply Mr. R. Clive, Women's 
Wear News, 5 Barrett Street, W.1. 


ADVERTISING & SALES Manager, 
located in Liverpool, requires com- 
petent and intelligent assistant. 
Duties would embrace catalogue and 
Print production also assistance with 
direction of travellers and general 
sales administration. There is plenty 
of variety and scope for progress to 


the right man. Pension scheme 
Canteen. Send full details of experi 
ence, education, and state age, 


remuneration required, to 
Box 4340 Ad. Weekly 180 Fleet St EC4 


| 
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CLASSIFIED ADVERTISEMENTS  EGXInEuERZEn 


ARTISTS 


Lettering 
Retouching 
Fashion 
Figure 
Shoe & General 
Required by 
ERNEST G. EVANS LTD. 


Good 7, to experienced 
Artists. LE 830! for appt. 


SECRETARIES & 
SHORTHAND TYPISTS 


lf you are keen on your work 
and good at your job—we can 
get you a GOOD position, 


Write, call or phone 
STAFFS ORGANISATION 
lll High Holborn, W.C.1 
CHAncery 2550 


TECHNICAL ILLUSTRATOR is re- 


quired for interesting and varied work 


in the Publications Department at an 


Aircraft Electrical Engineering Com- 
pany situated near North Acton station 
(Central line) Candidates must be 
capable of producing accurate perspec- 


tive line illustrations from engineering 


drawings and the ability to use an air- 
brush for wash drawings, section cut- 


aways and retouching photographs is 


desirable though not essential. The 
situation is superannuated. Write, 
Stating age, experience and salary re- 
quired, to Box AW 940, LPE, 55 St. 
Martin’s Lane, London, W.C.2. 


BRIGHT YOUNG MAN, who has 
completed National Service and wants 
to learn the fundamentals of direct 
mail selling, required in Sales Depart- 
ment of a progressive publishing 
house. Experience not important, 
although a flair for writing will be 
useful, but commonsense, willingness 
to learn and, above all, a mind for 
detail is absolutely essential. Write 
Box 4379 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTA- 
TIVE is required by old-established 
country magazine. Age 20-35. Some 


experience essential 
of career to date to 
Box 4359 Ad. Weekly 180 Fleet St EC4 


MANCHESTER. Woman Space Buyer. 
us IS a responsible job for an 
experienced person looking for a well- 
paid permanency. Previous experience, 


Write full details 


preferably with trade press bookings, 
essential Pleasant conditions Five- 
day week Pension scheme Please 
write fully, in confidence, to the 


Managing Director, Macdonald Adver- 
tising, 64a Bridge Street, Manchester 3. 


ASSISTANT, age 30-36 years, required 
by Advertising Manager of 


; large 
established London’ Engineers’ in 
Central City area. Must be fully 
experienced, with sound knowledge of 
Catalogue Layout work. Typography 
and Copy Writing Five-day week 
Luncheon vouchers and pension 
scheme Write fully to 


Box 4325 Ad. Weekly 180 Fleet St EC4 


STUDIO LORAYNE 


require 


GENERAL 
ARTIST 


For varied and interesting 
work, including paste-up and 
adaptations. Also an ex- 
perienced first-class 


LETTERING 
ARTIST 


Ring GERrard 4866 


YOUNG FEMALE ARTIST required 
for Packaging/Display Studio to work 
on perfume and cosmetic designs at 
Amersham. Some experience in layou: 
and design required Staff canteen, 
five-day week and three weeks patJ 
holiday Applications, including «a 
small selection of recent work and 
particulars of age and experience, to 
the Studio Manager, Goya Lid 
Badminton Court, Amersham, Bucks 


ASSISTANT TO PRODUCTION MAN- 
AGER wanted, age 20-30 Leading 
Industrial advertising agency. I.P.A 
Pleasant atmosphere. Prospects. Pen- 
sion scheme. Write with history and 
present salary to 

Box 4183 Ad. Weekly 180 Fleet St EC4 


Waddicors 
are looking for 


another experienced 


typographer 


PLEASE CONTACT THE STAFF MANAGER 
T. BOOTH WADDICOR & PARTNERS LTD. 


38, PARK STREET - LONDON - W.! 
GROSVENOR 7511 


WHAT IS A DESIGNER ? 


A Designer is a man (or woman) who can 
create an advertising campaign in 
co-operation with other people and develop it 
most effectively in its visual form. 

He has an eagle eye for detail and thinks 
broadly. He is flexible but stubborn. 

He has an astonishing knowledge of the 
possibilities of all media and he has 


never grubbed around in a mental rut 

in his very superior life. 

That is our definition of a Designer and that 
is what we want . . . a Designer. 


If this is you to the life, you can 
have the salary you expect and pleasant 
working conditions. Please write to: 


THE SECRETARY, 


C. R. CASSON LIMITED, 6 ALDFORD STREET, W.1 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 
| 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


APPOINTMENTS VACANT 


VACANCY FOR 
PHOTO-RETOUCHER 


Large industrial organisation 
in the Midlands requires a 
photo - retoucher, preferably 
with experience in engineering 
subjects. Skill with air brush 
is essential; ability in hand 
lettering desirable. 


This is a permanency for the right 
person with entry to Staff 
Pension Scheme. 


Apply: 


Box 4241 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT MAN 
REQUIRED 


Capable of following a visual 
and acting on own initiative to 
finished presentation standard. 
Knowledge of typography essen- 
tlal. 5-day week, No Saturdays. 
Apply in writing giving details, 
age, experience, salary required. 
Box 4323 


Advertiser's Weekly 180 Fleet St €C4 


! 


ARTIST 
FOR 
RHODESIA 


Rapidly expanding Rhodesian Agency 
requires versatile young general artist. 
An exceptional opening for good ail- 
rounder with studio experience. 
Write in first instance, giving full 
details and enclosing specimens (which 
will be returned) to :— 


RHO-ANGLO PUBLICITY LTD. 
P.O. BOX 1185 
SALISBURY 
SOUTHERN RHODESIA 


MALE OR FEMALE Layout Artist, 
capable of original thinking and con- 
temporary style work, required by 
Pharmaceutical company Box No. 
W.5010, Haddon’s, Salisbury Square, 
London, EC4 

SCOTTISH Newspaper Publishers re- 
quire an Advertisement Representa- 
tive for their London office. This is 
an excellent opportunity for a young 
man in his twenties or early thirties, 
preferably with some advertising ex- 
perience, who seeks to improve his 
position. Commencing salary will be 
according to age and experience. 
Applications will be treated as con- 
fidential. Please write, giving particu- 
lars of experience, age, et 


c., to 
Box 4374 Ad. Weekly 180 Fleet St EC4 | 


CATALOGUE Production Manager. 
located in Liverpool, requires intelli- 
gent young man to assist with layout 
and general production work. Pre- 
ferably with experience of sales corre- 
spondence or/and sales administration 
The post is permanent and progressive 
to right type of applicant. ension 
and Life Assurance scheme. Stace 
age, education, full details of experi- 
ence and salary required, to 
Box 4339 Ad. Weekly 180 Fleet St EC4 


RECKITT & COLMAN Group Com- 
pany in West London requires a man 
aged 28/35 for its Overseas Advertis- 
ing Department Candidates should 
have experience of Advertising in 
Overseas Markets, preferably with 
both Agency and Manufacturers. Ex- 
cellent opportunity for man capable 
of assuming full responsibility within 
two years as Overseas Advertising 
Manager. Applications giving age. 
education, experience and salary re- 
quired to Advertising Manager, Chis- 
wick Products Ltd., Burlington Lane, 
Chiswick, W4 


Lytles 


ARE EXPANDING... 


and have vacancies for 


VISUALISERS 
JUNIOR VISUALISERS 


If you’d like to find out more about us, 
come and see me 


Peter Foxwell 
Cc. J. LYTLE (ADVERTISING) LTD. 
2-4 DEAN STREET, W.1 


GERRARD 8646 


BEECHAM GROUP LTD. require a 
Marketing Executive (age 27-35) for 
one of their companies, to take 
charge of the advertising and promo- 
tion of a product or group of pro- 
ducts. Advertising and marketing 
experience essential and past sales 
experience an advantage. The success- 
ful applicant will be directly respon- 
sible to a Marketing Manager. Good 
pension and profit participation 
schemes. Please write, in confidence, 
giving details of qualifications, experi- 
ence and salary required, to Personnel 
Controller, Beecham Group Litd., 
Beecham House, Great West Road, 
Brentford, Middlesex 


COMMERCIAL ARTIST DESIGNER 
required to create designs for toy 
cartons. Must be a competent artist 
Prepared to work hard in a small 
design department in congenial! offices 
near Hyde Park Corner. Knowledge 
of block-making and box-making 
techniques an advantage Salary 
about £10 week per five-day week 
Box 4364 Ad. Weekly 180 Fleet St BC4 


Competent and imaginative 
all round 


ARTIST 


required by expanding consul- 
tancy. Capable of producing 
sales provoking visuals and 
finished drawings from skilful 
briefing. Figure work an asset. 
Keen mind prepared for res- 
ponsibility and scope offered as 
part of small but very ambitious 
team is the man we seek. 
Salary to match. Numbskulls 
need not apply. 


Thomas Leigh Features Ltd. 
20/22, High Street, 
Camberley, Surrey. 


TYPOGRAPHY of high standard fre- 
quently required (free-lance) by small 
West End Agency. . Offers to 
Box 4366 Ad. Weekly 180 Fieet St BC4 


WEST END ADVERTISING AGENCY 
has vacancy in accounts department 
for Clerk/Typist. Knowledge of 
Poster Advertising Accounts and Con- 
tracts essential. Apply by letter only, 
C. J. Lytle (Outdoor Publicity) Ltd., 
2. 3 and 4 Dean Street, London, W.1. 


PRODUCTION ASSISTANT, Agency 
trained, required by leading Midlands 
Agency to work on a group ol 
interesting accounts. Progressive 
future for a conscientious and efficient 
person. Write full details, experience. 
salary required, to 
Box 4382 Ad. Weekly 180 Fleet St EC4 


| 


Apply 


General Manager 


Temple Bar 6600. 


When you’re a 


typographer 
at McCanns 
then you are a 


TYPOGRAPHER 


We have room for one more 


McCANN -ERICKSON ADVERTISING LTD. 


Brettenham House, Lancaster Place, London, W.C.2. 


Phone your classifieds to WAT 3388 (Ex. 25) 


= = 
== 


ADVERTISER'S WEEKLY 


CRRA «CLASSIFIED ADVERTISEMENTS 


GENERAL | 
ARTIST | 


required 


Applicants should be thor- 
oughly experienced, capable 
of slick roughs, good standard 
of finished work essential. 


Write or Phone 


BATESON & STOTT 
45/46 St. Paul’s Churchyard, 
E. 


CENtral 2664 


COPY TYPIST required tor West End 
Advertising Agency Five-day week 
Luncheon vouchers. Write or ‘phone 
DDWS. 10 Bruton Street, WI 
GRO. 7701, Ext. 108 


Wanted for West End Agency 
FIRST CLASS 
LAYOUT ARTIST 


who is capable of producing 
original ideas for a variety of 
accounts. Teleph for appoint- 
ment. 


Mr. Harvey, HYDe Park 9583 


DOLAN DAVIS WHITCOMBE & 
STEWART require Secretary / Typist 
aged 19-22. Five-day week and lun- 
cheon voucher scheme Write full 
— to Mr. Keen, 10 Bruton Street, 

A 


118, Chancery Lane, W.C.2. 
Tel. No. CHAncery 4141 


WE WANT an Agency-wise man to 
represent us in London, West End 
lithographic printers. Have immediate 
vacancy on salary plus commission 
basis. Write for appointment 
Box 4403 Ad. Weekly 180 Fleet Si EC4 


EXCELLENT OPPORTUNITY for 
junior Artist/Designer required to 
work on colour sketches for display 
and showcard presentation. Telephone 
CHAncery 5694 for appointment 


ADVERTISEMENT MAKE-UP AS- 
SISTANT wanted for The _ Iron- 
monger. Must be experienced 
quick, systematic, used to handling 
copy and blocks Five-day week 
Staff pension scheme. State age, ex- 
perience and salary required to Stafl 
Director, Morgan Bros. (Publishers) 
Ltd., 28 Essex Street, London, WC2 

ADVERTISEMENT MANAGER re- 
quired for magazine devoted to 
Physical Culture, Sport, etc. Salary 
plus commission Full details, age. 
experience. etc., to = 
Box 4373 Ad. Weekly 180 Fleet St BC4 


Pritchard Wood 


want an experienced 


typographer 


We want a man with at least 


5 years’ agency experience to join 
a team responsible for a 


group of National Accounts. 


and salary to R. P. 


Please write stating experience, age 


F. C. PRITCHARD WOOD & PARTNERS 
25, SAVILE ROW, 


MARTSON ESq., 


w.l. 


TRACER. Experienced female tracer 
required Good printing, knowledge 
of perspective drawing an advantage 
Apply by letter to Staff Manager 
(Ret RLT/ 297) The Research 
Laboratories. The General Electric 
Co., Lid., North Wembley 


ATHER & CROWTHER LTD., L.P.A. 
require an additional de- 
signer for the Exhibition and 
Display Department. Pre- 
ference will be given to one 
experienced in point of sale 
displays. Write giving full 
particulars to Donald Atkins, 
Director, Mather & Crow- 
ther Ltd., Brettenham House 
Lancaster Place, W.C.2. 


AuGust 31, 1956 


APPOINTMENTS VACANT 
APPOINTMENTS VACANT 


STUDIO IRWIN TECHNICAL 
LIMITED 


have immediate vacancies for 


ELECTRONIC DRAUGHTSMEN 


Technical Illustrators and Authors 
Write giving particulars :— 


Studio Irwin Technical Ltd., 


FIRST-CLASS 
RETOUCHER & 
GENERAL ARTIST 


required 
for progressive studio near 
Bond St. Top Salaries. 


Apply: Mr. Alsworth, 
ARTPLAN LTD. 
May. 2251. 


EDITORIAL ASSISTANT, age 


SPACE SALESMAN 


20 to 
24, required as Reporter and Sub- 
editor by Book Trade Journal. Apply 
with details of experience and salary 
required to 

Box 4370 Ad. Weekly 180 Fleet St EC4 


required for old- 
established monthly industrial journal 
offering plenty of scope for keen 
young man This is a permanent 
position, and the successful applicant 
will be given his own territory on a 
salary, commission and expenses 
basis 


TYPOGRAPHER 


We have a position vacant for a man 
with sound knowledge of Typography 
and who is prepared to carry out 
acaptations when required. ideal con- 
ditions and Five Day Week. Wrice 
stating Salary required to 

Box 4345 


Advertiser's Weekly 180 Fleet Sc EC4 


ACCOUNTS CLERK required by West 
End Agency to handk production 
and expense invoices. Good general 
knowledge of advertising production 
charges and ability to work accurately. 
neatly and quickly essential. Com- 
mencing salary £7 per week No 
, Saturdays 
Box 4227 Ad. Weekly 180 Fleet St EC4 


PRODUCTION MAN. Croydon pub- 
lishing office. Knowledge print pro- 
cesses, blocks, etc. Flair for magazine 
make-up. Able prepare roughs. In- 
teresting, varied duties Details ex- 
perience, salary required 
Box 4394 Ad. Weckly 180 Fleet St EC4 


REPRESENTATIVE required for Lon- 
don office of Leicester printing house. 
Age 25-45 Salary and commission 
Apply by letter, Moonfieet Press Lid.. 
léla Strand, WC2. 


LETTERING /LAYOUT ARTIST 


REQUIRED 


for studio of London Agency. 
week. Holiday arrangements 
oured. Please write to 


Box 4045 
Advertiser's Weekly 180 Fleet St EC4 


5-day 
hon- 


YOUNG MAN with experience wanted 
for Accounts Department of old- 
established City Advertising Agency 
Good prospects for the rht man 
Salary according to age and experi- 
ence Contributory pension scheme 
in operation. Apply to Mr. Whipps. 
Charles Barker & Sons Litd., Gateway 
House, London, EC4 


VISUALISER 
required by 
WEST END AGENCY 


to handle technical products. 
Ability to write good English 
desirable. Good salary to right 
man. Write stating age, experience 
and salary required to 

Box 4398 


Advertiser's Weekly 180 Fleet St EC4 


REPRESENTATIVE 


required 
Silk Screen Printers 

S.E. London 
A good opportunity for a man 
who will enjoy helping to 
develop a small but progressive 
house. Write 

Box 4392 

Advertiser's Weekly 180 Fleet St EC4 


SLACK LETTERING ARTIST /VISUA- 
ISER required for studio Film 
advertising experience preferred but 
not essential. 

Box 4410 Ad. Weekly 180 Fleet St BC4 


LAYOUT-VISUALISER required by 
large manufacturing concern with own 
publicity department in West End 
Five-day week Pension scheme 
Write full particulars, previous ex- 
perience and Salary required to 
Box 4412 Ad. Weekly 180 Fleet St EC4 


GREETING CARD ARTIST 


required by Progressive Card Publishers 
im Manchester district. Must be ex- 
perienced in design of popular cards and 
ood at figure drawing. salary. 
Feseien scheme. Send full details of 
experience to 


Box 4361 
Advertiser's Weekly 180 Fleet St EC4 
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APPOINTMENTS VACANT & 


SPACE REPRESENTATIVE required 
for publication calling on hotels at 
seaside resorts all over the British 
Isles 
Box 4388 Ad. Weekly 180 Fleet St EC4 

INVOICE TYPIST required in Accounts 
Section of West End Advertising 
Agency. Hours, 9.30 am to 5.30 pm. 
No Saturdays. Salary according to 
ability. Write 
Box 4386 Ad. Weekly 180 Fleet St BC4 

IMPERIAL CHEMICAL INDUSTRIES 
LTD., Plastics Division, invites appli- 
cations from Journalists, desirably with 
some technical background, to fill a 
vacancy in the Publicity Department 
at Welwyn Garden City. Candidates 
should be under 35, and a preference 
will be given to those with experience 
of industrial or scientific writing. 
Apply, giving brief details of education 
and experience, to the Staff Manager, 
ICI Ltd., Plastics Division, Black F 
Road, Welwyn Garden City, Hertford- 
shire 

LEADING LONDON PUBLISHERS 
require young man, with ideas and 
sound knowledge of book publishing 
and publicity, to take up immediate 
appointment as Publicity Manager. 
Write, giving full details, age, experi- 
ence, cic., to 
Box 4384 Ad. Weekly 180 Fleet St EC4 

PRODUCTION ASSISTANT required 


by West End Advertising Agriae 
Fully experienced. Telephone HY 


Park 1205 for appointment. 
DIRECTOR of Press and Public Rela- 
tions company requires Secretary. 
Able to work on own initiative. Good 
salary. Five-day week. Canteen facili- 
ties. WI. This job offers exce; tional 
future with young company. "Phone : 


Miss Brent, Museum 5411. 

FIRST CLASS LETTERING ARTIST 
required for West End design studio. 
"Phone : Gerrard 4482. 

EFFICIENT YOUNG WOMAN (22/26) 
required for busy interesting job 
as Secretary/Assistant to Publicity 
Manager of independent airline. 
Box 4395 Ad. Weekly 180 Fleet St EC4 

RESPONSIBLE POSITION open for 
first class Package Designer who has 
realistic views towards present day 
market trends. 

Box 4311 Ad. Weekly 180 Fleet St EC4 

EDITORIAL LAYOUT. Assistant re- 
quired in layout department of weckly 
technical journal Opportunity for 
junior with some experience and 
knowledge of layout and make-up. 
"Phone: Editor, Metalworking Pro- 
duction, CENtral 0911 


GENERAL ARTIST required for studio 
of large London publishing house 
Staff canteen. Five-day week. Must 
be able to produce a good finished 
rough. Some knowledge of typo- 
graphy an asset. Write, stating age. 
experience and salary, to Secretary, 
Benn Brothers Ltd., 154 Fleet Street, 
EC4. 


TECHNICAL ILLUSTRATOR required 
for Publicity Department of engineer- 
ing company, Warrington area. Ability 
to draw exploded views from enginecer- 
ing drawings. Previous experience or 
training in this type of work desir- 


able Apply 
Box 4407 Ad. Weekly 180 Fleet St EC4 
artists. 


STUDIO COROT requires 
General, Lettering, Retouching. Dia- 
dem House, Gt. Chapel Street, WI. 
GERrard 5748 


MAYFLOWER STUDIO AND TRANS- 


ATLANTIC NEWS LTD. require 
another top-line Advertising and 
Fashion Photographer. Also opening 
for first-class Contact Executive 
Write or ‘phone: Howard Byrne, 
. oe Street, Wl. HYDe Park 


APPOINTMENTS WANTED 


DESIGNER/ART EDITOR, experienced 
gravure magazine production, prepar- 
ing leaflets, booklets, etc., good know- 
ledge of photography, seeks position 
of a in publishing or 
advertising. 

Box 4399 Ad. Weekly 180 Fleet St EC4 


CHANGE BUT NOT DECAY sought 
by late-twentiesman in responsible rut 


in national newspaper advertisement 
department. Public School, Arts 
gree. Home or abroad. Long 


faces but not long hours excluded. 
Box 4413 Ad. Weekly 180 Fleet St EC4 


Phone 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


BUSINESS OPPORTUNITIES 


ART 
DIRECTOR 


Visualiser, creative-man with 12 
years’ first-class agency experience 
in national accounts and staff 
control. 

Would like to join an agency 
where ability, initiative, integrity 
and enthusiasm would be wel- 
come. 


Box 4396 
Advertiser's Weekly 180 Fleet St EC4 


DIRECT MAIL 
DIRECTORSHIP 


Governing director of expanding firm now 
controlling management and sales wishes 
to split these activities to increase rate of 
expansion. 

Directorship WITHOUT CAPITAL INVEST- 
MENT to man (25-35) with zest, experience 
and ability to concentrate on sales promo- 
tion and bring new business. This will 
permit me to maintain the close personal 
contro! of production that is now giving 
first class service to famous names. Wonder- 
ful opening for right man. Present staff 
aware of position. All details to 


Box 4390 
Advertiser's Weekly 180 Fleet St EC4 


VISUALISER LAYOUT MAN, at 
Present studio manager, —— similar 
ition in progressive age 
Box 4353 Ad. Weekly 180 Fleet "St EC4 
IGNORAREPHOBIA: Young man, 
studying for career in advertising, 
seeks opening to gain practical experi- 
ence. Would ~—A to settle in firm 
with good 
Box 4357 Ad. Week Weekly 180 Fleet St BC4 


PUBLIC SCHOOL, age 22 (SCNS), keen 


and enthusiastic, wishes to make 
career in Advertising Agency. Any 
offers? ‘Phone : KENsington 8095. 


DO YOU WAIT PATIENTLY 
r prints ? 


Would you like your own photographic 
department ? 

Photographer !6 years” experience press 
and commercial will equip fully and run 
photographic department for advertising 
studio 


Box 4401 
Advertiser's Weekly 180 Fleet Se EC4 


YOUNG MAN (26) secks progressive 


and interesting position. Experienced 
Agency production, Advertisement 
Dept. Journal. 


Box 4411 Ad. Weekly 180 Fleet St BC4 


“ HAND-PICKED ” SECRETARIES 
available.—The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3 


ARTIST/DESIGNER 


Requires free-lance commissions 
alternatively on part-time basis. 
Lettering & Design—Line Work 
Packaging Design—-Photography. 
First-class design & finished work at 
reasonable fees. 
Telephone 


or 


FELTHAM 2314 


PHOTOGRAPHER blessed with creative 
vision allied to highest technical 
standards, wide experience top rank 
fashion, prestige advertising and crea- 
tive layout interpretation in colour, 
black/whjte, seeks progressive change, 
new opportunities 
Box 4375 Ad. Weekly 180 Fleet St EC4 

REPRESENTATIVE (lady) seeks estab- 
lished space proposition. Experienced 
in space and commercial selling. Pre- 
ferably women’s interest media. 

Box 4367 Ad. Weckly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


LARGE ORGANISATION selling en- 
tirely to industry is contemplating 
Advertising Scheme, mainly in trade 
papers and top class industrial media. 
Any medium size aaa Agency 
interested please contac 
Box 4408 Ad. Weekly 180 Fleet St EC4 


SPEEDY PRINT SERVICE 


for all a ans Sales literature. 
Top ind-White and 
Colour — litho. 

* GOTHIC Press LIMITED 


Buston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


your classifieds 


FREE LANCE or spare time male and 
female subscription representatives re- 
quired for unique money making 
proposition. Good appearance and 
education essential. 

Box 4393 Ad. Weekly 180 Fleet St EC4 

DEEP GLOSS Metal-Glazed Showcards, 
another production of Dispro, The 
Laminators, are less expensive ok of 
higher quality gloss. wy fo: 
by leading advertisers. Ask : Ss 
men and am, A me Ve a8 
Peckham Road, Tel.: RODney 
7171 lines). 


|_| SHOW CARDS, CUT-OUTS 
| ADVERTISING FOLDERS 


by photo-litho or letterpress (own 

| photo-litho process plant). 

| CARILLON PRESS LTD., 

| Fine Colour Printers, Bournemouth. 
Telephone Boscombe 36835. 

London Office 4a Bloomsbury Sq., 

| Ww.c.l. Phone: CHAncery 2065 


EXCEPTIONAL OPPORTUNITY in 
new publishing company for experi- 
enced space salesmen who are looking 
for something more than just a job 
Send full details. 

Box 4354 Ad. Weekly 180 Fleet St EC4 

PERIODICAL PUBLISHERS and 
Printers are interesied in purchasing 
Periodicals or even purchasing part 
interest of Trade, Technical or Cor 
sumer publications Reply, in strict 

| confidence, 
i Box 3638 Ad. Weekly 180 Fleet St EC4 

ARTISTS. London studio would take 

over small group of established artists 
| to expand present a Con- 
| a respected. Appl 

| 4406 Ad. Weekly 130 Fleet St EC4 


ACCOMMODATION 


NORTH LIGHT 


For those who need it. 

In fact exceptionally light all round. 
1,300 sq. ft. top of new building E.C.1. 
Lift, central heating. 
SWAIN, 54, Britton Street, E.C.1. 
CLE. 1444 


STUDIO SPACE and use of telephone 
| available, moderate charge. Berkeley 
Square area for designer, architect or 
artist. 
Box 4371 Ad. Weekly 180 Fleet St EC4 
CLEMENTS INN, STRAND. First floor 
suite, 800 sq. ft. Rent £700 pa. 
including rates. Particulars from 
Donaldson & Sons, Jermyn Street, 
SW1. WHI 4516. 


| FREE LANCE Commercial Artist re- 
quires desk in studio. Preference share 
with one or two others No work 
required. 
Box 4358 Ad. Weekly 180 Fleet St EC4 


| 

| STUDIO SPACE IN CONTRA. Adver- 
tising Agency offers studio space, 

| good light, telephone, reception, etc., 


| at good address to selected free lance 
| visualiser/layout or lettering artist 
| having own connection but able to 
| handle extra work. eee rent 
| can be settled by con 

| Box 4404 Ad. Weekly 180 Fleet St EC4 


' 


to WAT 3388 (Ex. 25 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


RETOUCHING and General Art Work. 
Free-lance seeks Commussions. 
Box 4237 Ad. Weekly 180 Fleet St EC4 
FREELANCE experienced Retoucher i 
East Anglia seeks work by post. Good 
service and reasonable charges plus 
discount. Specimens available. 
Box 4331 Ad. Weekly 180 Fleet St EC4 
FIRST CLASS FIGURE ARTIST secks 
commissions. 
Box 4400 Ad. Weekly 180 Fleet St EC4 
EXPERIENCED FREE LANCE secks 
working arrangement with Agency or 
Studio 
Box 4397 Ad. Weekly 180 Fleet St EC4 
JOURNALIST, own office, secretary, 


car, will undertake PR editorial work 

for Advertising Agency. Reliability, 

integrity. 

Box 4405 Ad. Weekly 180 Ficet St EC4 
AGENCY (Birmingham) would be in- 

terested in hearing from _ free-lance 


artists capable of giving quick service 
in presentation roughs for B & W and 
colour ads. and leaflets. Regular flow 
of work. Send specimens in con- 
fidence to 
Box 4387 Ad. Weekly 180 Fleet St EC4 
ARTIST seeks commissions. General 
F/A Scraper, Line, Airbrush, Wash. 
Box 4376 Ad. Weekly 180 Fleet St BC4 
ADVERTISING AGENTS require ser- 
vices of Free-lance Copywriter experi- 


enced im ethical medical products. 
bat pay well for first-class work 
rit 


e 

Box 4381 Ad. Weckly 190 Fleet St EC4 
EXPERIENCED TYPOGRAPHER and 

Illustrator, with contemporary ap- 

proach, wishes to contact firms re- 

quiring assistance. 

Box 4402 Ad. Weekly 180 Fleet St EC4 
NORTHERN MANUFACTURER wishes 

to contact free lance artist experi- 

enced in glassware __ illustrations. 

Scraper-board and wash drawings 

required 

Box 4409 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


WHAT OFFERS for the latest 
electrical Ellam’s Duplicator 
tically new and unused), 
9 years’ guarantee for service from 
makers still in force, one new 
Emidicta, one new Franking Machine, 
all for immediate sale as owner is 
retiring 
__Box 4389 Ad. Weekly 180 Fleet St EC4 

ADDRESSOGRAPH CABINETS for 
sale. Excellent condition. Also 
Addressograph Frames 
Box 4308 Ad. Weekly 180 Fleet St EC4 

COSSAR B 18 NEWSPAPER PRESS. 
10 years old, for immediate sale 
Prints 10 pages in one operation, 18 
with re-reeler, page size 20 in. x 15 in 
AC Motor included. Offers to W. & 
J. Linney Ltd., West Gate, Mansfield. 


fully 
(prac- 
with a full 


Notts 

ADDRESSOGRAPH (CLASS 722000) 
ADDRESSING MACHINE “ Sale 
with Graphotype 6290 Model plate 
making machine for Style E plates, 
40,000 Locktab Frames and tw» 
100-drawer steel cabinets for plate 
storage. Inspection invited, All 


reasonable offers considered. 
_ Box 4327 Ad. Weekly 180 Fleet St EC4 
ANSON COPYFIX contact printer and 


developing unit, as new, £25. "Phone : 
VIC 6408 


PRINTERS 


PERIODICAL PRINTERS, with four 
machines up to Q/D and Q/C folding 
facilities, will be pleased to quote you 
for novels, magazines, etc. Guarded 
overheads ensure keen prices. James 
Pike, Elizabeth House, nborough, 
Kent. SHEerness 2108. 


MISCELLANEOUS 


PIN-UPS AND STOCK HEADS for 
Advertising Agents, etc. For particu- 
lars of studio facilities and more than 
1,250 models, 


including coloured 
people, contact Philip Gotlop Photo- 
raphs Ltd., 24 Kensington Church 
treet, W.8. WEStern 4130 


PERSONAL 


HOLIDAY ye «+ Pw Mes- 
~ are available for 
delivery of letters an jo ReGen 


1026, 191 Piccadilly, 
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A-R appoint successor to Laskey 


Associated-Rediffusion Ltd. have 
appointed D. P. S. Graham to be 
controller of advertising and 
licity—the position previously d 
by G. A. Laskey who left the firm 
earlier this year. J. H. Clark re- 
mains with the company as tele- 
vision advertisement manager. 

Mr. Graham was previously ad- 
vertising manager of the Ford 
Motor Co. Ltd. i the war, 
his duties included taking charge of 
co-ordinating inter-Allied propa- 
ganda Middle East and later direc- 
tor of public relations, British 
Embassy, Teheran. Before the war 
Mr. Graham worked on the adver- 
tising staffs of Associated News- 
papers and Illustrated Newspapers. 

R. A. Adams, formerly assistant 
to Mr. Graham, will take his place 
as advertising manager of the Ford 
Motor Co. Before joining Fords, 
Mr. Adams was assistant to the con- 
troller of publicity at the Hercules 
Cycle and Motor Co. Ltd. 


Sunday evening’s “Pye Extrava- 
ganza” (see page 3) was seen by a 
total of 565,000 homes, reports Tele- 
vision Audience Measurement Ltd. 
TAM figures for the three areas 
were: London 3% per cent. (or 
320,000 homes); Midlands 27 per 
cent. (123,000); and Lancashire 31 
per cent. (122,000). 


Importance of automation to 
employees in the printing industry, 
no less than to management, has 
been recognised by the organisers 
of this year’s annual convention of 
the Joint Industrial Council of the 
Printing and Allied Trades, to be 
held in Harrogate from October 16 
to 18. The first business session, 
on the evening of Wednesday, Octo- 
ber 17, will hear an address on 
“Automation” by James Crawford, 
general president of the National 
Union of Boot and Shoe Operatives, 
chairman of the British Productivity 
Council, and chairman of the pro- 
duction and scientific committee, 
Tuc. 

The second business session will 
be on the Thursday morning, when 
Michael Carey, research and de- 
velopment department, Mardon, Son 
& Hall Ltd., Bristol, will speak on 
“Safety in the Printing Industry.” 

The quarterly and annual meet- 
ings of the Council will be held on 
the Wednesday morning. Among 
the social arrangements are a civic 
reception and concert in the Lounge 
Hall by invitation of the Mayor of 
Harrogate, Cr. Edwin Pickard. 


ITA in Wales 


Closing date for applications for 
the Welsh television programme 
contract is September 14. To date 
14 requests for application forms 
have been received by the ITA. 

The Welsh transmitter—near 
Wenvoe—is next on the ITA’s list 
after the opening of the Scottish 
station, and it is hoped that trans- 
missions can start by the late 
autumn of next year. 

At present it is assumed that —_ 
one contractor will be appoin 
said an ITA spokesman this <a 
but this will depend on the type of 
applications received. 

B. J. Innes, general circulation 
r with Outram and 


Co. Ltd. for the last 16 years, re- 


tires at the end of this month after 
41 years with the company. 
circulation managers’ committee of 
the Scottish Daily Newspaper 
Society has presented a_ picnic 
basket to Mr. and Mrs. Innes in 
recognition of the long association 
of Mr. Innes with the committee. 


A gala show in aid of the News- 
paper Press Fund will be held at 
the Odeon, Glasgow, on Sunday. 
“Reach for the Sky” will be shown, 
together with a stage show. 


Miss Patricia Layman has been 
appointed an account executive 
with F. C. Pritchard, Wood and 
Partners Lid. Miss Layman first 
joined the company in 1952 as a 
secretary, later spent a year as pro- 
motion manager on “Esquire,” and 
returned to PWP at the end of 1954 
as an assistant executive. Her 
assistant will be Miss Eileen Crane, 
who has been for eight years with 
the production and control depart- 


Tom Phillips _oee 
public sullen yey for 21st 
Manchester Building Trades Exhibi- 
tion which will take place at the 
City Hall, Manchester, from Tues- 
day, October 16 to Saturday, Octo- 
ber 27. It will be opened officially 
by J. R. Bevins, Parliamentary 
Secretary to the Ministry of Works. 

-three exhibitors have booked 
55,000 square feet of stand space. 


“John Bull” “this week | carries a 
full-page bied-off colour advertise- 
ment—for Macdonalds’ chocolate 
Penguins—for the first time. 
Odhams state that they are now 
able to offer “similar facilities” in 
their magazines to other advertisers. 

P. J. Rumble has been appointed 
advertising manager for Times Fur- 
nishing and Willerbys. 


Sandbrook, Metcalf & Co. Ltd. 
have been appointed advertising 
agents for E. W. Bliss (England) 
Ltd., of Derby, from October 1. 
a ee ——— oe 
an an raul presses. 
campaign in the technical press is 
being planned. 


The monthly magazine of the 
Indonesian Chamber of Commerce 
for Europe, “Berita Mapie,” is to 
be represented in the United King- 
mgr | Publishing & Distributing 

0. > 


More than 125,000 
the “London Gene 


last Friday—a record for any exhi- 
bition at the site. The exhibition 
was o to the public on Tues- 
day, July 17. 

To cope with the production of 
TV commercials and Comeentate 
in the North, Film Partnershi 
are to open a production ~ Le at 
6 Brown Street, Manchester 2. 
Godfrey Jennison will be the direc- 
tor in charge. 


The John Bretton PR 
tion is handling a PR Fg wt 
the London Dance Institute. A 
campaign is being launched to 
attract overseas visitors to the LDI’s 
two studios in Oxford Street and 
Dover Street. 
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